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Rough Proofs 


When the dove brought the olive- 
pranch back to the ark, Noah knew 
that the floods were receding. Now 
that the Brewing Industry has been 
announced for early publication, it 
may be that they are about to rise 
again. 

vvy 

Dr. Morris Fishbein, Rough Proofs’ 
favorite humorist, says that the sal- 
vation of the food industry depends 
upon making America love fat wom- 
en again. This is an assignment 
which the brewers hope to receive 
shortly. 

vvy 


The world is getting better. A 
magazine describes one of its con- 
tributors as “a distinguished re- 
porter,” while only a few years ago 
he would have been no less than an 
eminent journalist. 

vvy 

For the first time the Broadway 
leaves and arrives an hour later than 
the Century. This is a break for 
the boys who always insist on miss- 
ing their trains. 

vvwgy 


President Hoover, the Republicans 
say, was just a bare-foot farm boy, 
while the Democrats insist that he 
was reared in the lap of luxury. Here 
at last is an issue that the great 
common people can understand. 


vyv¥sgy¥ 

Although general business has de- 
clined 47 per cent from the 1929 
peak, advertising, Henry Stantoii 
points out, has suffered a deflation 
of only 37 per cent. This is going 
to prove very comforting to the boys 
and girls included in the 37 per cent. 


vyvvwegy 

Appalachian Coals, Ine., which 
planned to advertise on a large 
scale, has been adjudged a combina- 
tion in restraint of trade. Any jury 
of advertising men would find the 
court guilty on the same charge. 


vvgy 

Radio advertisers are worried over 
the prospect of competing with a 
500,000-watt station operated from 
the other side of the Rio Grande by 
a Kansas gland expert. The good 
doctor seems determined to be gone 
but not forgotten. 


vvey 
Dr. Fishbein says that cosmetics 
represent an esthetic rather than a 
health hazard. And unfortunately 
the chief sufferer is the innocent by- 
stander. 
vvgy 


Booth Tarkington describes a 
young man of excellent diction, who 
seemed “almost, with a little pardon- 
able pleasure, to join his listeners in 
listening.” Strange to say, he was 
talking about an actor and not a 
radio announcer. 


vvy 

One of these days there’s going to 
be an advertisement in which a cup 
of coffee won’t look like a cup of ink. 


vvegy 

A manufacturer of metal plates 
bearing the inscription, “Keep and 
Enforce Prohibition,” sells them, his 
Publicity reads, “for a dollar a dozen, 
and they retail at twenty-five cents 
apiece, so the ministers, etc., make a 
nice profit in supporting the cause.” 

Causes that are accompanied by 
Profits seldom lack support. 


vvey 
Although Samuel Insull did not 


jump out of the frying-pan into the 
fire, he’s certainly in Greece. 


Copy Cups. 


CHICAGO CENTER 
OF ADVERTISING 
AS A.B. C. HOST 


Annual Meeting Attracts 
Other Organizations 


Chicago, Oct. 14.— Chicago again 
becomes the hub of the advertising 
universe next week, the annual meet- 
ing of the Audit Bureau of Circula- 
tions providing the background for 
gatherings of many other organiza- 
tions. 

Among them are Agricultural Pub- 
lishers Association, Oct. 19; Inland 
Daily Press Association, Oct. 18-19; 
Major Market Newspapers, Inc., Oct. 
19; Newspaper Advertising Execu- 
tives Association, Oct. 20; directors’ 
meeting, Advertising Federation of 
America, Oct. 21; Western Council, 
American Association of Advertising 
Agencies, Oct. 19, and _ directors’ 
meeting, Association of National Ad- 
vertisers, Oct. 19. 

Advertising Council, Chicago As- 
sociation of Commerce, will hold its 
annual A. B. C. week luncheon at 
the Stevens Hotel Oct. 20. 

All of the meetings will be held 
at the Stevens Hotel, except the In- 
land Daily Press, which will meet at 
the Morrison. The Western Council 
will tender a dinner to governors of 
the Four A’s at the Blackstone 
Wednesday night. The A. N. A. di- 
rectors will meet at the University 
Club. 

President P. L. Thomson will open 
the A. B. C. meeting at 10 o’clock 
Thursday morning. Hon. S. R. Me- 
Kelvie, editor and publisher, WNe- 
braska Farmer, and former Governor 
of Nebraska, with A. C. Pearson, 
president, National Publishers’ As- 
sociation and chairman of the board, 
United Business Publishers, will be 
the speakers at the initial session. 

Divisional meetings will hold the 
stage Thursday afternoon and senti- 
ment there will be reflected at the 
general meetings Friday. 

The question of quarterly publish- 
ers’ statements and single issue sales 
in bulk are scheduled for discussion, 
though both may be eclipsed by prob- 
lems raised on the floor. 


Ask More Frequent Statements 


The proposal has been advanced 
that the present Audit Report and 
Publisher’s Statement be _ supple- 
mented by two Publisher’s State- 
ments to be issued in abridged form, 
covering the six months prior to 
their date of issue. This would give 
advertisers up-to-date information on 
which to base plans. 

The innovation has been endorsed 
by directors of the Association of Na- 
tional Advertisers and the news- 
paper committee of the A. A. A. A. 

A member publisher has suggested 
that Single Issue Sales in Bulk be 
eliminated from Net Paid and set up 
in the Unpaid column of Paragraph 
£, on the ground that Term Subscrip- 
tions in Bulk, because of continuity, 
may equal individually paid subscrip- 
tions in effectiveness, while Single 
Issue Sales in Bulk are susceptible 
to manipulation. 

This publisher has asked for an 
airing of this question. 


Other Problems 


Whether the A. B. C. can do more 
than at present to protect advertisers 
and agencies from exaggerated claims 

(Continued on Page 14) 


Study Seeks Solution of 
Agency Discount Problem 


Gas Companies 
Approve Three 
Year Campaign 


Atlantic City, N. J., Oct. 13.—The 
immediate launching of a national 
advertising campaign, backed by an 
appropriation of $1,000,000 for each 
of the next three years, was an- 
nounced as a certainty at the four- 
teenth annual convention of Ameri- 
can Gas Association here this week. 

Conrad N. Lauer, president, Phila- 
delphia Gas Works Company, who 
will have general charge of the cam- 
paign, told the convention that plans 
have now been completed and the co- 
operation of the various factors in 
the industry is assured. 

Campbell-Ewald Company will 
place the advertising. 

A high-light of the convention was 
the address of Clifford E. Paige, vice- 
president, Brooklyn Union Gas Com- 
pany, in which legislation designed 
to prevent public utilities from sell- 
ing appliances was severely criti- 
cised. “During the past year and a 
half such biiis have been introduced 
in fourteen states,” he said. “In 
twelve of these states the bills were 
defeated. Indications are that simi- 
lar bills will be presented in other 
state legislatures this winter.” 


Advertising Holds Interest 


Interest at the convention centered 
around the meeting of the publicity 
and advertising section of the asso- 
ciation, under the chairmanship of 
William H. Hodge, Byllesby Engi- 
neering and Management Corp., Chi- 
cago. 

Mr. Hodge reported that expendi- 
tures of gas companies for advertis- 
ing have decreased only ten per cent 
from the peak budgets of 1930, and 


TO MAKE STUDY 


James W. Young 


urged that art and _ typographical 
standards be maintained. 

“Coincident with the depression 
has been a tendency to economize on 
art and typographical expense in 
connection with advertising,” he 
said. “If we are to expect copy- 
writers, artists and typographers, 
who do the real work, to continue 
to advance in efficiency and give 
sales value to white paper, we must 
not deprive them of all incentive to 
progress.” 

Much of his talk was devoted to 
a vigorous attack on current copy ap- 
peals. This is reported in detail 
elsewhere in this issue. 

Jay C. Barnes, New Orleans, was 
elected chairman of the section for 
the coming year, with Henry Ober- 
meyer, New York, as vice-chairman, 
and Allyn B. Tunis, New York, sec- 
retary. 


Last Minute 


News Flashes 


Parke, Davis Account to Young & Rubicam 
Detroit, Mich., Oct. 14.—Parke, Davis & Co., pharmaceuticals, has placed 


its account with Young & Rubicam, 


buy the space. 


Chicago. The New York office will 


R. E. Olds Invades Refrigerator Field 


Lansing, Mich., Oct. 14—R. E. Olds, one of the country’s pioneer auto- 
mobile manufacturers, announced today that he will enter the electric re- 
frigeration field, having taken an option on the Kold Hold Company, Green- 
ville, Mich. He plans to transfer the company’s activities to Lansing as 
the first step in a vigorous expansion program. 


Paper to Serve Brewers Is Started 
New York, Oct. 14.—The Brewing Industry has been announced for pub- 
lication Oct. 22. It is described as “an independent national newspaper for 


the brewing and allied industries.” 


A. J. Fehrenbach is publisher and Raymond C. Kenny advertising direc- 
tor. Mr. Fehrenbach was formerly business manager of the American Girl, 
eastern manager of ADVERTISING AGE and publisher of weekly newspapers 


in Wisconsin. 


The paper, which has a type page 9% x 12% inches, and a news style 
and make-up, will appear fortnightly. 


Oil Burner Group Fights Standard Oil Invasion 


Washington, D. C., Oct. 14.—Oil 


Burning Council of Merchants and 


Manufacturers Assn., backed by directors of American Oil Burner Assn., 
New York, has started a newspaper campaign warning the public “not to 


be deceived” by proposals of “certain oil companies.” 


The campaign is 


aimed at Standard Oil of New Jersey, which is offering a premium to oil 
burner owners for long term fuel contracts in this territory. 


Advertisers, Publishers and 
Agencies Back Fact- 
Finding Survey 


Chicago, Oct. 13.—Final solution of 
one of advertising’s most important 
problems—agency compensation — is 
hoped for as the result of an inten- 
sive factual study of the subject 
which is just being begun by James 
W. Young, professor of business his- 
tory and advertising in the School of 
Business, University of Chicago, 
working under the auspices of a joint 
group of national advertisers, pub- 
lishers, and advertising agencies. 

Formation of the joint committee, 
composed of R. R. Deupree, presi- 
dent, Procter & Gamble Company, 
representing advertisers; Lee W. 
Maxwell, president, Crowell Publish- 
ing Company, representing publish- 
ers; and A. W. Erickson, chairman 
of the board, McCann-Erickson, Inc., 
representing agencies, is the cul- 
mination of a long series of informal 
conferences between representatives 
of the three groups. 


Represent Individuals 


Except for Mr. Erickson, who offi- 
cially represents American Associa- 
tion of Advertising Agencies on the 
committee, the other members of the 
group are reported to be proceeding 
upon their own initiative, backed by 
other national advertisers and pub- 
lishers, and not as official represen- 
tatives of their respective national 
groups. 

Although the joint committee has 
announced its interest in all phases 
of the cost of advertising, the study 
of agency compensation is the only 
one which has thus far been defin- 
itely decided upon. 

“T intend to make an impartial, 
factual investigation of the entire 
subject,” Mr. Young told ADVERTIs- 
inc AGE. “I have no preconceived 
notions as to the ‘evils’ of the present 
method, or as to any other method 
which might prove more efficient or 
more equitable. 

“Most of the investigation I will 
make personally, interviewing agents, 
publishers and advertisers, not only 
to get the facts, but to gather an 
intelligent expression of the opin- 
ions of these various groups upon 
the subject. 

“I might point out that the value 
of the study will depend entirely 
upon the frankness and honesty with 
which the facts are revealed to me 
by the interested parties, and for 
that reason I have arranged that no 
facts relating to any particular indi- 
vidual or organization shall be 
identifiable in my report. 


To Keep Findings Secret 


“For the purpose of keeping my 
report free from any possibility of 
outside bias, it has been arranged 
that findings developed during the 
course of the investigation shall not 
be discussed with anyone, including 
the joint committee. They will know 
of my findings and conclusions only 
after the entire study has been com- 
pleted, which I estimate will be in 
about three months.” 

Mr. Young’s background in adver- 
tising and business makes him par- 
ticularly suited to conduct a study 
ef this nature. Prior to joining the 
staff of the University of Chicago 
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two years ago, he was for 18 years 
connected with J. Walter Thompson 
Company, and still retains the title 
of vice-president in that organiza- 
tion, although not actively connected 
with the business. 

Prior to his connection with the 
agency, he was at various times on 
the staff of System, Chicago, Busi- 
ness World, New York, and adver- 
tising manager of Western Metho- 
dist Book Concern, Cincinnati. He 
is a past president of American As- 
sociation of Advertising Agencies. 


Recalls Early Efforts 


Formation of the joint committee 
and inauguration of the study of 
agency compensation, the first or- 
ganized effort combining all factors 
in an attempt to solve the problem, 


., recalls the strenuous efforts of Asso- 


' ciation of National Advertisers a 


| dozen years ago to eliminate the 


agency commission system, and the 
more recent effort of Federal Trade 
Commission to accomplish the same 
result. 

The Federal Trade Commission’s 
effort, in which the Four A’s, Amer- 
ican Newspaper Publishers’ Associa- 
tion and Southern Newspaper Pub- 
lishers’ Association were named as 
defendants, charged conspiracy to 
prevent advertisers from securing 
minimum rates in newspapers. After 


a long legal struggle, the complaint 
was finally dismissed on the grounds 
that advertising is not interstate 
commerce and the Commission had 
no jurisdiction. 


Present System “Just Grew Up” 


The present generally accepted 
agency commission scale of 15 and 
2 per cent came into general vogue 
in 1918-19; but the commission 
method of paying agencies for space 
placed in publications is as old as 
the agency business itself, having 
started in 1841 when Volney B. Pal- 
mer opened the first “advertising 
agency” and charged newspapers 25 
per cent commission for placing 
business. 

Attacks on the validity and effi- 
ciency of the system began as early 
as 1865, and have continued an al- 
most uninterrupted course ever since. 


Issues Sales Manual 


Crosley Radio Corporation, Cin- 
cincinnati, has issued a booklet on 
Crosley Electric refrigerators which 
combines the best features of a sales 
manual and selling presentation. 


To Sell DeVaux 


Dominion Motors, Ltd., Leaside, 
Ont., will manufacture and sell the 
DeVaux automobile in Canada under 
the name of Frontenac. 


PLAN CAMPAIGN 
ON NEW VITAMIN 
D CONCENTRATE 


Bakeries, Dairies Licensed 
to Use Vitex 


Harrison, N. J., Oct. 13—A new 
kind of food advertising, analagous 
to component parts advertising in 
the early days of the automobile in- 
dustry, was forecast this week as a 
bakery in Newark and a dairy in 
Detroit released newspaper copy an- 
nouncing the addition to their prod- 
ucts of Vitex, a Vitamin D concen- 
trate manufactured under an exclu- 
sive licensing agreement between 
the National Oil Products Co. and 
the owners of the Zucker-Columbia 
University process patent. 

Campaigns in these cities will be 
repeated at other points as the manu- 
facturing licensee concludes agree- 
ments with local sub-licensees. In 
less than a year, as soon as a coun- 


Knowing 


Your Job Today 
Is More Important Than Ever 


60 Foremost Advertising Men Offer You The 
Benefit Of Their Knowledge of Advertising In 


“CAREERS IN ADVERTISING” 


HATEVER your advertising job, 
whether it be copy-writing, selling, 


research, art, production 


whether your media be newspapers, maga- 


zines, radio, direct mail or 


whether your appropriation be counted in 


millions, thousands 
hundreds of dollars, you 
must know that job to- 


day better than ever be- 


or 


fore. “Careers in Adver- 


tising’”’ has been written 
to help you. 


In this volume 60 of the 
foremost men in advertis- 
ing set forth comprehen- 
sively analyses of the 
specific problems of their 
specialized fields and the 
relations of each of the 
specialties to the whole. 
Each chapter is alive with 


the personality of the man who wrote it. 
Each chapter gives specific facts. The 
requirements, obligations and problems 


explained. 


NO ONE 


or control, 


all of them, . 


of every advertising job are graphically 


MAN COULD HAVE 


WRITTEN SUCH A BOOK. The 
authenticity of personal experience would 
be lacking. But sixty men have written 


this book, sixty outstand- 


Among the Contributors to 
“Careers in Advertising” 


Colby M. Chester 
Kenneth Collins 
Lee H. Bristol 

Roy S. Durstine 
Paul Hollister 
Gordon C. Aymar 
Ruth Waldo 

Lee W. Maxwell 
Condé Nast 
Malcolm Muir 
Hon. Arthur Capper 
M. H. Aylesworth 
Homer Buckley 
Barron Collier 
John C. Esty 
Kenneth Groesbeck 


ing successes in advertis- 
ing. You see each of 
these men in action. 


You learn first-hand what 
each advertising job is, 
how one must function 
in each of the separate 
fields, what personal 
qualities are needed to 
rise to success. 


This is YOUR book. 
Conceived and edited by 


Alden James, it has been 


YOU. 


WRITTEN FOR 


Invest in it today and watch your 


dividends grow as you apply its informa- 
tive material to your own work. 


CAREERS IN ADVERTISING 
And The Jobs Behind Them 


Octavo, 677 Pages 


Edited by ALDEN JAMES 


PRICE $5.00 


Red Cloth Binding 


ORDER TODAY FROM YOUR BOOKSELLER OR FROM 


THE MACMILLAN CO. 


NEW YORK - 


CHICAGO - 


BOSTON - ATLANTA - 


SAN FRANCISCO - 


DALLAS 


THE FIRST STEP 


It was necessary to have this young 

one spend three weeks at the pho- 

tographer's in order to get a picture 

of her initial attempt at walking. 

The picture features Vitex bread 
and milk copy. 


try-wide organization is built up, the 
National Oil Products Co. will carry 
on with a campaign in magazines 
and other national mediums, for 
which a tentative appropriation of 
$500,000 has been set for the first 
12 months. 

The company’s copy will merchan- 
dise the Vitex label which is added 
to their own product identification 
by the sub-licensees. Vitex is taste- 
less and odorless and can be added 
to numerous fresh and canned foods, 
but it is planned to limit its use to 
bread and milk for the time being. 

An augury for the success of Vitex 
is seen in the history of Nopco, a 
similar concentrate used as an in- 
gredient of poultry foods.  Intro- 
duced less than four years ago, the 
product is selling in volume suffi- 
cient to warrant an annual expendi- 
ture of $100,000 for advertising to 
poultry farmers. 


Include Merchandising Program 


The sub-licensing agreement for 
Vitex involves acceptance of a mer- 
chandising program prepared by the 
Charles Dallas Reach Advertising 
Agency, Newark, the salient features 
of which are the obligation to run a 
predetermined amount of newspaper 
advertising on Vitex alone, the sub- 
mittal to the agency of all other ad- 
vertising mentioning Vitex and the 
completion of a Vitex sales course 
by the sub-licensee’s salesmen before 
use of the product is permitted. 

“The copy job is complicated by 
the extravagant ‘vitamin’ advertising 
of the past several years, including 
such absurdities as Vitamin D hair 
tonic, toothpaste, face cream and 
cigarettes,” said Mr. Reach. ‘“Con- 
sequently, there is some suspicion 
of all Vitamin advertising, which 
makes it as vitally important to us 
to control all copy referring to Vitex 
as the manufacture of the product. 

“While the nature of Vitex and the 
safeguards put around its manufac- 
ture and distribution warrant en- 
thusiastic copy, the circumstances 
compel us to earmark the advertis- 
ing with ultra-conservatism in order 
to differentiate Vitex from quack 
goods. Our appointment by the 
owners of the process imparts to us 
something of the nature of a public 
health service, but mention of this 
fact in the copy right now would do 
us more harm than good.” 

The introductory advertisements 
for the use of sub-licensees comprise 
a minimum of 12,000 lines to be used 
within three months. Addressed ex- 
clusively to parents of children up 
to fifteen years of age, they are fea- 
tured for the most part by human 
interest photographs of youngsters 
at play by Frederick Bradley, New 
York photographer. 


Babies 


The most interesting illustration 
so far obtained is the photograph of 
a youngster taking her first step, 
which is actually the photograph of 


Feature Advertisements 


a youngster taking her first step. 


The photograph was ordered to illus- 
trate an advertisement on the sub- 
ject of the baby’s first experience 
with pedestrianism and the relative 
importance of firm bones. 

It took about six weeks to fill the 
order to everyone’s satisfaction. The 
first pictures were of youngsters who 
had had a little experience, a fact 
revealed by their expressions of so- 
phistication. The problem was finally 
solved by bringing a baby of just- 
about-to-walk age to live at the 
studio. After nearly three weeks of 
daily appearances before the camera, 
the big moment arrived and was suc- 
cessfully recorded on the plate. 

Another major selling problem was 
encountered in how to present a sci- 
entific subject to laymen. It was de- 
cided it could best be met by avoid- 
ing scientific terms altogether. The 
method of explanation is incorpo- 
rated in a correspondence selling 
course of 17 lessons, on which all 
members of the sub-licensee’s sales 
staff must pass a satisfactory exam- 
ination before the right to use Vitex 
is granted. 

A favorite simile suggested in the 
course is the comparison of Vitex to 
cement. 

“The human body is like a con- 
crete mixer,” the well trained route- 
man will tell the housewife. “Sand, 
gravel and water are foods and Vitex 
is the cement that binds them to- 
gether to make strong bones and 
teeth.” 


Coast College Papers 
Combine Sales Effort 


Major College Publications has 
been formed by the publications of 
nine Pacific coast educational institu- 
tions. A. J. Norris Hill Company will 
represent the group in the national 
field. Schools whose publications are 
included are: 

University of California at Los 


Angeles; University of Southern 
California; Leland Stanford Uni- 
versity; University of California; 


University of Oregon; Washington 
State College; Oregon State College; 
University of Washington, and Uni- 
versity of Idaho. 


Insurance Agents Tell 
Advertising Preferences 


A nation-wide survey shows that 
insurance agents believe newspaper 
advertising is more effective than 
letters, Jarvis W. Mason, advertising 
manager, London Assurance, New 
York, told Wisconsin Association of 
Insurance Agents at their meeting 
in Madison. 

“In almost every state agents 
voted blotters most effective,” Mr. 
Jarvis said. “You’ll have to take my 
word for it that the reason for their 
choice is that half of them have 
never used anything else.” 


John W. Hastie, 


Veteran Printer, Dead 


John W. Hastie, Chicago manager 
of the city department, Western 
Newspaper Union, and for 25 years 
prominent in Chicago printing cir- 
cles, died Oct. 11. 

He was at various times president 
of Franklin Association, Employing 
Printers’ Association of Chicago, and 
Old Time Printers’ Association. 


Dartnell Has Flat Rates 


Effective January 1, 1933, the pres- 
ent minimum rate for Printed Sales- 
manship, The Printing Salesman, 
Home Utilities Salesman, and Office 
Equipment Salesman, Chicago, Dart- 
nell publications, will apply to all 
space used, regardless of number of 
insertions. 


Two Are Vice-Presidents 


Nathan Danziger, formerly direc- 
tor of marketing, San Francisco Ex- 
aminer, and Robert Van Norden, for 
eleven years a member of the staff 
of Emil Brisacher and Staff, San 
Francisco, have been named vice- 
presidents of that agency. 


Issues Retail Report 


Policyholders Service Bureau, Met- 
ropolitan Life Insurance Co., has is- 
sued a booklet telling “How 48 
Store-Owners Make Friends.” 


Clark Is Representative 


Thomas F. Clark Company has 
been named to represent Press- 
Times, Wallace, Ida., in the national 
field. 
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TWO QUESTIONS for national advertisers... 


What is the news-of-the-year 


® in publishing? 


Answer to first question 


RaTE REDUCTIONS—to adjust advertising costs 
to the new order of economy, efficiency and 
profit. The Literary Digest acted in 1931. Nine 
months before its field. It said, too—‘‘Circula- 


tion delivered or rebate.”’ What could be safer! 


Answer to second question 


Tue Literary Dicest—the first leading 
magazine to make this change. Thus The Digest 
has given its advertisers a long advantage over 
others in its field—all without lessening circu- 


lation or otherwise skimping onvalue delivered. 


Note that the 1932 Digest is the same quality 
publication — with fifty-two feaure issues a 
year. It is read by active, open minded people 
who are ready to buy and able to pay, even in 
1932. It has the largest reader revenue of all 
magazines and the highest renewal rate among 
large-circulation magazines. It is bringing bet- 
ter returns now than in times of prosperity, for 
toys, toilet goods, sea food, cigars, insurance, 
women’s wear and what-have-you! Smart ad- 
vertisers have saved money this year by using 
The Digest. Twelve pages for $36,000. 
Compare — figure — here’s the buy for 1933. 


Announced and effected the rate reduc- 
tion first. 


(Could afford to do so and did it—nine months 
ahead.) 


Made it a flat 25% on all space, instead 
of the usual 5 or 10%. 


(Thus bringing the rate per page per thousand 
down to $2.14 — and offering class circulation at 
mass costs.) 


Kept Readership up — more than ever a 


necessary magazine. 
(Guarantees to hold it — 1,400,000 or rebate.) 


%& Ran two great national polls—on prohi- 
bition and presidential candidates. 


%& Took its own advice—advertised steadily, 
strongly. 

(In airplanes, with car cards, by radio, through 

the mails.) 


Added valuable plus-services to adver- 
tisers. 
(For instance, “The Advertising Guide.” ) 
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“The Advertising Guide’’ lists Digest adver- 
tisers, summarizes their messages, mentions 
booklet and sample offers, refers to page and 
issue — makes it easy for readers to have the 
essential facts about standard products and 


services. 


The Digest advertises your advertising in this 
way without cost to you. About one million 
guides have been mailed this year to Digest 
subscribers and book buyers. Experience has 
shown that these guides go to market and help 


decide consumer purchases. 


Here are typical comments from constant read- 
ers: “helpful both for business and home”— 
“many interesting suggestions’ —‘‘excellent” 
—“useful information” —“‘‘convenient source 
of information” — “does the trick”? — “im- 
mensely interesting’ —‘“‘handy”—‘“‘the most 
dependable book’”—“‘bought from it day it 
arrived’—“a very worth-while service’”—‘“a 
big help in many ways’ —“‘it saves my time in 


the selection of what I need.” 


May we mail you specimen copies? 


OPINION 


r - : 5 « * i - ee os 
“a org ife 
i, ; aa 
. ; t = 
Pe ee i oe i 
. a , es 
- Pe 
- a 
J eee 
as" 
: : 
4 ” 
a o> @* Ey 
: Q@ e o Se: pains! 
: ots. a 
; = - aed : 
~ . AS) a 
Po e OQ o> y ae 
a) Yee G/ om 
. eed): 
et | Ss vy ,O > ae 
, SS @a a ae 
Coy ae 
é 7 . yy wee es S32 
, 7 . ae 
a zs GO iy os ae 
| 1 ; » ee 
} ; : fie bee) 
< e < es ae Bote 
; Ve ee 
| > ‘Ee ee’ 
boul 4 Beg eae 
otk Go £ "Seay 
7 ad se 5 * pe ae 
ich magazine le e way a , ag 
ret cle 
) iad Mee ¢: : i aS 
SR of er oe Won “et 
, NAR ee A nee 0 
Pare part: ort ™®. eur sere no 
ae alle or, re Sy carA Bik 
Be) ee * ae Bi +e Mahima 2 
‘ aoe ae ea ris oP te ie Soe 
ae. ees i ; ae ey on ae 
| gs pirat." er fe eg aie se ©, ie: Net: 
Bir i 2c Be ‘ ds betes - - A Deca 2 3 
eh is ee a eed ¥ eds a eta ali : 
pe we. ar as _ re Yee _ : en eee 
— ae ce ee 
- i, a oo est 8 
: ee - 4 ie 2 on 
& 
a 
| i 
| Lo 
| Pe 
ae 
1 tas ay. 
ge 
ee . 
2c 
alee ee 
I apt Os eae 
ro ee ee 
te gheiater oc, 
Po a 2 : 
z ae 
| 5 reat ocd 
) { ete fey h pee 
eco 
eres 
PO ee 
Emactaay 
Po : -_ 
; | 
ee | 
oon 
‘ bs | Hays 
: | Bat 
' ih | i ii 
a 
% ees 
a So, seal 
| Q 0 y z Ay 2 i Bey eae = eyes 
: l it 2 ee Bae Par ie 
| G U at \ | an 
a ; | 
for t  — ee 
the rote wh is ay * * 
Ou o by aa es | 
Or ¢ Pee. A m4 wy wy 
RN (| nt oy : 
2 ‘ ; : fa 
. ‘ be 
sehe ; . 
AD Stteme oe ie ~ 
fee ae A j 
ai ; “a 
-mieee. « 
The wena ; 7 
we anne’ ‘ 
“— vt ene 5 4 ae { 
\ ‘ a 
| ee 
: Mie Bhs ee ean kere ass. ae 5 : : : teat > = : : 
oie eae aa eer Remit 
Pepe 53 de Ane Hiab Apo 13 ASW aa ee eee ee Per Ste es 
ieee F Petes ene ee a aR 9 <2. aaln hee eee tees gh at eg eee ” © cca late 
ee aie er ae Lee eS ee ee Ra ee ed ee Year pee : pe: ee 5 eee die = ee on oa Bis A et ss ter ee 
Sie ites ek oes SAR SS Se age aa ico eign oc 2s en ate ee eM 5 oa) etre Sates Mame 8 oa aie “ahs ee aL a Ag 
Per pee yee es ee | 2 Bates Bao Ser ie Ae iene ee RE rect cece RIGS rere.) cee ese = eee en eee BRR ae Boe | ee ea em oe ae Bi 
ae al tm RR LC ee oe ee a ID aces cools) eae a a ye Ge en te mee eae Mane gue UF oo Se ee Js of Fae ie eee ee Te Seem: EN et: Tee Bete eS Beret otis Sone Be Be La del eran) Ga u 
ua =, § ioe ee) seid | ; ee pace cu = wohl 5h” pes = 2 1h SR atom apr! edt Ppt coe eect ee = Oe Do i A eS PSS Rates Me Race gar br Me. ENS POPP WA Rail ToMIS SRY oe RE eS Ths Mua ge Ue Apes Natt 2 RR a ee a: ge et ara iy 7 ee E56 as ets } 
fp eh RF SNS aA cP UI gn tact gL Greets 0 2 tc ee em ch OLA RS NPR AE ESSE ENT Soe pepe Bey Rd OSOR AEA E Dees g eR Dg he aye ees oat bs ae Eg a a dh een ee Ue ete Armes Be 
abet snl tage ite — ee Se ak Se gee ee ae et a ka ae ae Ran of ME he ae ed pe es eee AN | gages Poneman Daat aS ae eee toe 
Pe SRL eres etn Se ee DT aR ea Ee. ae am neti rey eer Set Ty Ones ee NOES anton Cee meme eG, CERT Car Nice Gees 
UR tne ont eet eye ig I a SU Sue 2S Oh OR A ae Ora RM Soo CU pete SS Amma eee ela ans 
ea eave ea NORTEL ip ees See me ey a Yn es ere eee Ca, Sigs Manel dee nas econ gh yilay ail eaten pe NET SRO RNS 2s rE A ee age MES PLT a Ig RS ON Rte SS aI REE! 5 TE TF re area a ieee rams (7 2) ay en, ade 


4 


ADVERTISING AGE 


October 15, 1932 


g Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
ISSUED EVERY SATURDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 537 S. Dearborn St., Chicago 


New York Office, Graybar Bidg. 


- Tel. HAR. 7504 
Tel. MOhawk 4-1572 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


Advertising Representatives 


W. E. DUNSBY, Eastern Mgr., New York 


C. H. BOOTH, Chicago 


SIMPSON-REILLY, Russ Bldg., San Francisco, WALTER S. REILLY, Manager; 
Bendix Bldg., Los Angeles, GORDON SIMPSON, Manager 


S. R. BERNSTEIN, Managing Editor 
MURRAY E. CRAIN and J. A. MARTZ, Associate Editors 


HAROLD MONAHAN, Eastern Editor 


ARTHUR F. MARQUETTE, Book Editor 


Correspondents in All Principal Cities 


Vol. 3, No. 41 


OCTOBER 15, 1932 


5 Cents a Copy, $1 a Year 


Studying the Cost of Advertising 


The announcement that a group of 
well-known men, representing adver- 
tisers, advertising agencies and pub- 
lishers, has been formed to study ad- 
vertising costs, created interest en- 
tirely out of proportion to the brev- 
ity of the announcement regarding 
its proposed work. The degree of 
interest was not reduced by the state- 
ment that the first subject to be 
studied is that of agency compensa- 
tion. 

Undoubtedly the work of the com- 
mittee will be useful. The fact that 
James W. Young, former agency ex- 
ecutive and now a teacher of adver- 
tising at the University of Chicago, 
will conduct the studies, means that 
they will be handled with intelli- 
gence, discretion and judgment, as 
well as impartially. Mr. Young is 
entitled to the co-operation of adver- 
tising people, especially agencies, for 
an accurate analysis of facts as they 
exist can hardly fail to improve the 
situation. 

In view of the absence of prelim- 
inary discussion regarding the work 
which has been undertaken by the 
committee, there are many surmises 
as to how it happened to get under 
way. A shrewd guess would be that 
important executives, meeting to dis- 
cuss the question of rates, found that 
the subject was involved with the 
entire problem of advertising costs, 
and that it could hardly be discussed 
to advantage without a broader view 
than that suggested merely by talk- 
ing about rates. 


The rate is the price at which ad- 
vertising space is sold. But so many 
things enter into the cost of produc- 
ing and selling advertising space and 
service that a critical study of all of 
the factors that affect the ultimate 
figure is certainly in order. It’s a 
matter of studying causes as well as 
effects. 

The fact that the subject of agency 
compensation is the first on the list 
is significant. Agency men, who felt 
for a long time that their whole 
business depended on the mainte- 
nance of the 15 per cent commission 
system, are about ready to agree that 
this is not necessarily the case, and 
that it is quite within the realm of 
possibilities for some more equitable 
system of compensation to be devel- 
oped. Certainly the demoralizing 
effects of cut-price competition, based 
on rebates of agency commissions, 
are now clearly recognized. 

Informal studies of the kind which 
the committee has planned are a de- 
sirable preliminary to any discus- 
sion or action by associations repre- 
senting the business as a whole. A 
small committee, made up. of 
such men as compose the present 
body, can work faster, get more facts 
and reach more accurate conclusions 
than it might be possible to do if 
larger numbers were involved. 

The committee deserves whole- 
hearted co-operation, and ADVERTIS- 
ING AGE believes that it will be forth- 
coming. 


No Czar for Advertising 


Because advertising has its prob- 
lems, some of which have defied so- 
lution for many years, numerous 
well-meaning people have suggested 
at various times that advertising in- 
terests should agree upon the ap- 
pointment of a high commissioner or 
director-general similar to Judge 
Landis in baseball and Will Hays 
in the moving picture industry. 

These suggestions have been re- 
jected whenever they have been 
given real consideration, for the rea- 
son that it is recognized that the 
business of advertising is perfectly 
able to work out its own salvation 
without the aid of a dictator. 

There is probably no business in 
the country which is better equipped 
from the standpoint of intelligence 
and judgment to reach a correct de- 
cision regarding any problem to 
which the brains of the field give 
concentrated attention. The real 
trouble heretofore has been lack of 
adjustment of all points of view, but 
there is reason for believing that 


from now on this may not be the 
case. 

No one man, no matter how well 
equipped with extraordinary and ex- 
tra-legal authority, should be given 
the power of final decision with ref- 
erence to the big problems of adver- 
tising. Furthermore, it is doubtful 
if there is any individual in the 
country who would be either able or 
willing to assume the tremendous re- 
sponsibilities which would go with 
such a position. 

On the other hand, the men who 
will assemble in Chicago next week 
for the A. B. C. convention and the 
various other gatherings which will 
be held at about the same time repre- 
sent the thinking and the leadership 
to lick any problem which may con- 
front advertising, no matter how dif- 
ficult. And their combined solutions 
of any question would be much more 
satisfactory to everyone in the field 
than the ukase of an advertising 
ezar, no matter how benevolent his 
intentions might be. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 440. Sales-Spot Advertising. 

“Point of sale” advertising has 
usually been considered as dealer 
helps, but this booklet treats of its 
circulation value, in comparison with 
other leading forms of advertising, 
and shows comparative costs. Pub- 
lished by United States Printing & 
Lithograph Company, Cincinnati, the 
booklet contains a mass of valuable 
data on costs of all types of adver- 
tising, and a particular discussion of 
window displays. An interesting fea- 
ture is the regional sales-spot plan 
which is outlined. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 430. “Why It’s so Obvious.” 
“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate  depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 428. Business Now Going On in 
the Basement. 


“Many stores spend valuable news- 
paper space to advertise merchandise 
of quality that few people want—at 
prices nobody believes. Thereby they 
debilitate a great selling force and 
waste a majority of the circulation 
they buy. Current advertising of 
minimum price ranges often appeals 
only to the minimum audience of de- 
partment stores and newspapers. 
Most of the customers are being 
missed; and so is most of the busi- 
ness which might be had.” Thus The 
New York Daily News urges retailers 
to come out of the basement and fea- 
ture good merchandise at fair prices. 
The booklet contains reprints of 6 
advertisements from Retailing, with 
maps showing income ranges of New 
York families and News circulation. 


No. 433. WLW—“The Nation’s Sta- 
tion” 

This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 


DEFYING THE AGES 


"My Gawd! 


The Chicagoan, 


Cellophane!" 


Voice of the Advertiser 


A. F. A. to Decide on 
Advertising Awards 


To the Editor: The members of 
the board of directors of Advertis 
ing Federation of America meeting 
in New York last week expressed 
considerable interest in the editorial 
contained in your issue of Oct. 1 
with regard to the national adver- 
tising awards. 

The matter at the present time is 
in the hands of Mr. G. Lynn Sum- 
ner, who was appointed a year ago 
as chairman of a special committee 
to investigate this whole matter. 


Mr. Sumner has carried on a 
rather extensive investigation and 
will have a full report for us at our 
meeting in Chicago Oct. 21. He has 
sounded out the sentiment among 
club leaders in all parts of the coun- 
try, including district governors and 
others and will have an interesting 
report to make, I am sure. 

I wanted you to know that the 
matter has not been entirely ne- 
glected as it might have appeared, 
but a decision will be made, I feel 
confident, at our Chicago meeting. 


EARLE PEARSON, 
General Manager, Advertising 


Federation of America, 
New York. 
es 9 


Needham Comments on 
Individualizing Copy 
To the Editor: I have just read 
your editorial, “New Values for 
Magazine Copy.” The principle which 
you set forth has been used by many 
advertisers in a more or less hap- 
hazard fashion for many years. One 
of the best recent examples—a well 


Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazines’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market—ex- 
tremely worth while sending for. 


considered program—is by Frances 
Hooper in the preparation of copy 
on the beauty theme for various 
women’s magazines for Wrigley’s 
chewing gum. 

I am sure that every thinking ad- 
vertising man will agree that the 
principle is sound. It might be car- 
ried to the point of splitting hairs, 
but kept within reasonable bounds, 
it should increase results for the 
advertiser. 

Certainly the appeal that would 
prove most effective in reaching the 
average reader of Good Housekeep- 
ing should be altered for the reader 
of the New Yorker—even though the 
reader might, in some instances, hap- 
pen to be the same person. On the 
other hand, it might be debated as 
to whether different pieces of copy 
should be prepared for Good House- 
keeping and Woman's World. It 
probably would depend upon the 
product and the particular message 
to be conveyed. 

Like most things in the advertis- 
ing business, or in any other field 
of activity, the question is not so 
much one of principle as it is one 
of application. 


Maurice H., NEEDHAM, 


Needham, Louis and Brorby, 
Inc., Chicago. 
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Seeks Information 
on Agency Policy 

To the Editor: A dispute has 
arisen with one of our clients which 
you or your readers may be able to 
solve. 

Our contract with the client reads: 

“In consideration of the servicés 
to be rendered, the agency is to re- 
ceive all commissions allowed by 
publishers for space used by the 
client. For space purchased from 
those publications not paying a com- 
mission, the agency shall add to the 
publisher’s invoice a sum sufficient 
to make a commission of 15 per cent 
for the agency.” 

In pursuance of this contract, we 
have been charging the client $176.50 
a month for an advertisement which 
costs us $150 in a publication which 
pays no agency commission. Our 
client maintains that we have been 
overcharging them for this space, 
and that we are only entitled to 15 
per cent of the $150, or $22.50. 

Will you please tell us who, in 
your opinion, is correct? 

ADVERTISING AGENCY. 
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TY A me 


October 15, 1932 


ADVERTISING AGE 


Since April 1, 1932,when 
Liberty was acquired by 


new management 


140 New Advertisers 
154 New Products 


Have Swung into Liberty 


Below ts a Partial List: 


ce. 


Space: Back Cover 

Attention Value: 53% better than 

average page in one weekly and 
| 40% better in other weekly 


Advertiser: Grape-Nuts 


COMPANY 


Association of Soap & Glycerine Mfrs. 


Bristol-Myers Co. . . 
Fred G. Clark, Inc. . . 
Conrad Razor Blade Co. 
Crosley Radio Corp. . 
Frostilla Co. . .. . 
General Electric Co. . 


General Foods Corp. . 


H. J. Heinz Company . 


International Silver Co. 
Johnson & Johnson. . 
Kroehler Mfg. Co. . . 
Lambert Pharmacal Co. 


G. & C. Merriam Co. . 
Philip Morris & Co. . 
National Biscuit Co. . 


North American Accident Insurance Co. 


Penn. Grade Crude Oil Assn. 
Provincial Tourist Bureau of Quebec 


Radbill OilCo. . . . 


Raybestos-Manhattan, Inc. 


RCA-Victor Co. . . . 


Rex Research Laboratories 


Seiberling Rubber Co. . 
E. R. Squibb & Sons. 


Stadium Underwear Co. 
Union Pacific Lines . . 
United Drug Co.. . . 
Vick Chemical Co. . . 
Wm. R. Warner Co. . 


Liber ty. - deswiuate BEST READ Weekly 


PRODUCTS 


G. P. A. Radiator Glycerine 
Ingram’s Milkweed Cream 
Hyvis Motor Oil 
Conrad Blades 

Electric Refrigerator 
Brushless Shave 
Refrigerator 

Hotpoint Coffee Maker 
Hotpoint Iron 
Hotpoint Range 
Hotpoint Toaster 
Maxwell House Coffee 
Post’s Bran Flakes 
Postum 

Spaghetti 

Baked Beans 

Sterling Silver 

Modess 

Furniture 

Masso Tooth Brush 
Listerine Shaving Cream 
Dictionary 

Marlboro Cigarettes 
Shredded Wheat 
Insurance 

Motor Oil 

Travel 

Penn-Rad Motor Oil 
Raybestos Brake Lining 
Radio 

Fly-Tox 

Seiberling Tires 
Chocolate Vitavose 
Adex Tablets 


2 Agency: Young & Rubicam, Inc. 
Space: 2-Color Page 
Attention Value: 53% better than 
average page 


Liberty 
LOSES 
This Week 


This is the Third Week out 
of the Twenty-three weeks 
surveyed, where all page ad- 
vertisements in Liberty had 
less attention value than in 
other weeklies. 


Average Page Advertisement 
in Liberty 


Per Cent of Extra 
Persons norma 
ver 


or, Third 
econ: ir 
be a Weekly Weekly 
issues) 25% less 4% less 
— 13% 47% 
to date 
(Average of White surveys) 
Projection of 
Extra Volume of 
Persons Noting 
Second Thisd 
: econ: ir 
by te Weekly Weekly 
issues) 323,378 less 348,568 less 
22 weeks 
date 201,299 235,128 


to 
(Average of White surveys) 


Squibb Dental Cream 
Squibb Aspirin 
Stadium Pajamas 
Travel 

Rexall Orderlies 
Treatment 

Sloan’s Liniment 


Advertiser: Buick 

Agency: Campbell-Ewald Co., Inc. 

Space: _ 4-Color Center Spread 

Attention Value: 50% better than average page 
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ADVERTISING AGE 


October 15, 1932 


LIPTON STAKES 
ALL ON QUALITY 
APPEAL FOR TEA 


New York, Oct. 13.—Seizing the 
opportunity created by competi- 
tors’ concentration on lower priced 
lines and presuming a reawakening 


of interest in quality, Thomas J. 
Lipton, Inc, has released a news- 
paper campaign through Frank 


Presbrey Co., in which copy is lim- 
ited to the company’s first grades 
only, and the appropriation is double 
that of any other effort of the same 
duration in the company’s history. 


400 Dailies on List 


More than 400 dailies from coast 
to coast will receive one insertion 
a week for ten consecutive weeks. 
The first and fifth of the series 
occupy 810 lines, the others 400 lines. 

The campaign marks the adoption 
of a new policy in that copy is of 
the “reason why” variety, instead 
of the “reminder” kind used exclu- 
sively for many years. It also pre- 
sents a new slogan or punch line, 
“For Your Money’s Worth.” 

Each advertisement features the 
economy of buying quality, pointing 
out that all tea is relatively so cheap 
and that Lipton’s goes so much far- 
ther than cheap tea that the house- 
wife is cheating herself unless she 
buys the tea that best suits her taste. 

Indicating the type of appeal are 
headlines such as, “Enjoy the Best at 
1-3 of a cent per Cup,” “Would You 
Serve Round Steak If Sirloin Cost 
No More?” and, “Most Flavor Per 
Pound—Best Flavor at Any Price.” 


~ Eliminate Element of Doubt 


Contrary to the practice preferred 
at this time by most advertisers mak- 
ing comparative claims, the Lipton 
copy is not reinforced with scientific 
or outside evidence. It is believed 
the bare statements will suggest to 
the consumer that she is simply be- 
ing reminded of facts she already 
knows but has forgotten, whereas 
weighty evidence would imply a rea- 
sonable basis for doubt and the need 
for an argument. 

This concept of the kind of adver- 
tising needed also led to rejection of 
the suggestion that the advertising 
ask housewives to make a test them- 


Are You Game 


To Try It? 


Coarasre Men 
oF CHARACTER, out of posi- 
tion, or in position and wish- 
ing to change, may find a 
place for themselves in life 
insurance— if they possess 
the industry and patience 
to build up a permanent 
clientele. 


The capital required is 
the will to work and be con- 
tent with moderate returns 
at the start, being assured as 
the years go on of a sub- 
stantial and increasing per- 
manent income. 


If you are game to try it, 
write John Hancock Inquiry 
Bureau, 197 Clarendon St., 

Boston, Massachusetts. 


—enteke 
LiFe INSURANCE COMPANY 


OF BOSTON, MASSACHUSETTS 


A mutual, dividend-paying com- 
pany, 70 years in business. 
Among the strongest in reserves 
and assets. Paid policyholders 
in 1931 over 87 million dollars. 
Offers every phase of personal 
and family protection, including 
also Annuities and the Group 
forms for firms and corporations. 


A. A. 9-10-22 


IN DRIVE ON QUALITY MARKET 


For that’s about the price difference per cup 
between cheap teas and the world’s finest— 
Lipton’s Yellow Label Tea 


I. is false economy to buy 
cheap tea in order to save a few 
cents a pound. Figure the cost 
of tea by the cup—and you will 
see that Lipton’s Tea is truly 
economical. Lipton’s gives you 
more cups per pound and more 


enjoyment per cup. Why take 
chances when the best costs 
no more? Use Lipton’s Yellow 
Label, it’s the world’s finest, 
grown and blended by tea ex- 
perts. 

Order from your grocer today. 


LIPTONS 


YELLOW LABEL 


While competitors are talking about lower prices, Thomas J. Lipton, 
Inc., is concentrating its copy appeals on quality. 


selves, using equal amounts of Lip- 
ton’s and a cheaper tea. 

Competition for Lipton’s first 
grade of teas, which retail at 75 to 
85 cents a pound, ranges from other 
nationally advertised brands at about 
that price level to bulk teas at 25 
and 30 cents a pound. 

The advertising incorporates a 
quality - educational - appetite appeal, 
designed to sell three types of con- 
sumers in one operation. 

Most important is the housewife 
who may have switched recently 
from the best grades to a medium- 
priced product for reasons of econ- 
omy or in response to the advertis- 
ing of this grade by competitors. It 
is supposed there are many of this 
type who are now thoroughly regret- 
ting the change. 


Many Ready for the Change 


If laws of human nature hold good, 
the agency thinks, these housewives 
are now ready, not only to pay more, 
but to desert their former brands, 
even though they were entirely sat- 
isfied when they were buying the 
first grades of these brands. 

In the case of those who have al- 
ways used cheap tea, the purpose of 
the advertising is educational, to ex- 
plode the idea that any real saving 
is thus being made. To influence 
those who use other brands of first 
grade goods, the appetite appeal is 
included. 

The campaign is tied up with three 
pieces of point-of-purpose advertis- 
ing, a blow-up of the first newspaper 
advertisement, a window streamer 
and a wall hanger. Retailers’ at- 
tention is called to the product and 
the promotion as a foundation for 
the merchandising of profitable qual- 
ity goods throughout their stores. 


To Hold Hotel Show 


New equipment to furnish themes 
for future hotel and restaurant copy 
will be exhibited at the Hotel Expo- 
sition opening at the Grand Central 
Palace, New York, Nov. 14. 


“Opinion” Goes National 


Earle D. Marks, publisher of Opin- 
ion, New York, heretofore a weekly, 
has announced the magazine’s entry 
into the national monthly field with 
the November issue. 


Conference Is Called 
On Club’s 7-Point Plan 


A national conference of leaders of 
labor, industry and business has 
been called for Nov. 10 and 11 to 
devise means of proceeding with the 
seven-point plan for economic recov- 
ery proposed by the Advertising Club 
of New York. 

An invitation to the meeting, 
which will be held at the Hotel Com- 
modore, New York, was broadcast by 
Grover A. Whalen, president of the 
Club, over a national hook-up Oct. 10. 


Keefer and Associates 
To Publish “School” 


School Associates, Inc., 1386 E. 57th 
St., New York, has purchased School 
from the School News Company, 
New York. 

B. Ray Keefer, formerly vice-presi- 
dent of Outdoor Life Publishing Co., 
is publisher and general manager, 
and George L. Alpers has been ap- 
pointed advertising director. 

J. S. Terry remains as editor, and 
S. Flynn and A. L. McNamara have 
been added to the business staff. 


Schedule Hosiery Clinic 


The National Association of Hosi- 
ery and Underwear Manufacturers 
will sponsor a conference on hosiery 
merchandising to be held at the 
Waldorf-Astoria Hotel, New York, 
Oct. 21. William Meyer, Apex Hosi- 
ery Co., will preside. 


McMillan Wields Gavel 


George S. MeMillan, assistant 
managing director of the Association 
of National Advertisers, Inc., New 
York, has been elected commander of 
the Alan F. Waite Post 299 of the 
American Legion at Yonkers. 


J. D. Ruden Passes On 


John D. Ruden, 57, advertising 
manager of the Southern Railway 
System, Washington, D. C., died last 
week of pneumonia. He was con- 
nected with the railroad for more 
than 40 years. 


Nichols Heads Group 


L. M. Nichols, editor of the Record, 
Bristow, Okla., has been named 
chairman of a committee named by 
National Editorial Association to in- 
vestigate alleged lotteries conducted 
by radio stations. 


Packard Wraps Cars 
in Paper Packages 


Detroit, Mich., Oct. 13.— 
Automobiles are now being 
wrapped in paper packages. 
Packard Motor Car Company 
has instituted this plan with 
the twin six, its 12-cylinder car. 


When a Packard 12 has 
passed tests and has been 
given final approval, no 
chances of anything happening 
to mar the car are taken. It is 
enclosed in a great paper bag, 
probably the biggest ever used 
for consumer delivery. The 
bag keeps the car spotless 
when it is being shipped or 
while it is waiting for its new 
owner. 


Editors on Air 
For Wrigley’s 
‘Bridge Club’ 


Chicago, Oct. 14——Editors may be 
useful in advertising, as well as in 
filing the pages of magazines, 
Frances Hooper, Chicago agency 
chief, believes. Miss Hooper is in- 
troducing magazine editors on Wrig- 
ley’s new “Bridge Club of the Air,” 
every Tuesday afternoon on N. B. C. 

Edwin Balmer, editor of Redbook, 
will appear for 15 minutes next Tues- 
day, following Kathryn Dougherty, 
publisher of Photoplay, and Mrs. 
Edna Woolman Chase, editor-in-chief 
of Vogue. Like his predecessors, Mr. 
Balmer will select his own topic. 

The other 15 minutes is filled by 
Mrs. Culbertson, “Ely’s’ favorite 
bridge partner.” The new program 
has been producing 10,000 letters 
weekly. 


Hawaii Succeeds 
With Travel Copy 


The Hawaii Tourist Bureau spent 
$257,911 for advertising and promo- 
tion in 1931 and reaped a crop of 
tourist dollars amounting to $8,095,- 
615. Tourist expenditures decreased 
15 per cent from the preceding year, 
while the number of visitors re- 
mained the same. 

The Bureau spent $165,000 for dis- 
play advertising. The remainder of 
the 1931 appropriation, less admin- 
istration expenses, was spent for di- 
rect mail. 


Production Men to 


Discuss Color Work 


Color engraving will be the prin- 
cipal topic of discussion at the meet- 
ing of the Production Men’s Club, 
New York, Oct. 20. 

Miss H. M. Mayer, American 
Weekly, and Floyd Wilder, of the 
Hearst organization, will be guest 
speakers. 


Gerber Introduces 
Cereal for Infants 


Gerber Products Div., Freemont 
Canning Co., Freemont, Mich., will 
break copy this month on a specially 
planned cereal for infant feeding. 

Copy will stress elimination of the 
labor of cooking and straining, as 
the food comes in cans ready for 
serving. 


Vote on Borax Program 

Radio followers of “Death Valley 
Days” have voted 99 to one against 
discontinuing the program for a 
musical offering. The dramatic pro- 
gram has been sponsored for two 
years by the Pacific Coast Borax Co., 
New York. ; 


Cappiello Makes Change 

M. J. Cappiello, formerly with the 
New York agency of W. H. H. Hull 
& Co., has joined the Metropolitan 
Advertising Co. as an account execu- 
tive. 


Not with Spectra 
Don Wilson and Archie McDonald, 
previously reported with Spectra 
Processes, Detroit, are not connected 
with that organization. 


Waddell Appoints 


William Waddell & Co., Riverside 
coffee, has placed its account with 
Harvey-Massengale, Atlanta. News- 


papers will be used. 


AIMS FOOTBALL 
BROADCASTS AT 
TRAVELING FAN 


San Francisco, Oct. 13.—Although 
making use of one of the most ex- 
tensive hook-ups in the country to 
broadcast major western football 
games, Associated Oil Company is 
not aiming at securing a regular 
audience for its broadcasts, but para- 
doxically enough, at decreasing its 
audience by inducing greater attend- 
ance at the games. 

The company’s attitude is not en- 
tirely quixotic, however, since the 
ultimate objective sought is in- 
creased highway travel at a normally 
dull season of the year, and conse- 
quent increased patronage of Associ- 
ated service stations and garages. 

Facilities of 20 NBC and CBS sta- 
tions on a coast-wide network are 
used, and descriptions of the game 
are punctuated with frequent ad- 
monitions to “Go to the Games,” 
and “Get Associated with Football.” 

The result, according to Harold R. 
Deal, advertising manager, is that 
whenever he is able the football fan 
goes to the game, and incidentally 
fills up at an Associated station. 

In support of its grid broadcasts, 
Associated also uses posters, pam- 
phlets and newspaper copy. Service 
stations are featured as football in- 
formation headquarters, each station 
being supplied with booklets contain- 
ings a complete schedule of western 
games, with such features as 1932 
rules changes and their effects, a dis- 
cussion of common violations and 
penalties, and brief sketches of west- 
ern coaches. 

Posters at the stations carry an 
announcement of the games each 
week, and station attendants have 
been drilled in the role of authentic 
fcotball information sources. 


New York City Bars 
Sale of Loose Milk 


The New York Board of Health 
has prohibited the sale of loose milk 
to consumers. The ordinance speci- 
fies delivery must be made in bot- 
tles or containers sealed at the pas- 
teurizing plant. 

An exemption will be made in the 
case of loose milk sold from pumps 
or mechanical dispensers which are 
approved by the Board. No device 
so far submitted has been found 
satisfactory. 


New Franklin Ready 


H. 4H. Franklin Manufacturing 
Co., Syracuse, N. Y., will release an- 
nouncement copy the last week in 
October on a new air-cooled Franklin 
at less than $1,500, which will sup- 
plement the established line. The 
Toledo, O., office of the United States 
Advertising Corp. directs the adver- 
tising. 


Nicodemus Joins Paper 


John C. Nicodemus, formerly ad- 
vertising manager of Continental 
Clothing Stores, affiliate of Filene’s, 
Boston, has joined the Boston Sun- 
day Advertiser. 


Boston Club to Tour 


The Advertising Club of Boston 
has arranged a series of monthly 
visits to nearby plants of national 
advertisers, to substitute for one of 
the regular meetings. 


Renn’s New Work 


R. Reavis Renn, for the past 13 
years with the Fairchild Publica- 
tions, New York, has joined the home 
office sales staff of the Merchandise 
Manager, New York. 


Brown to Photographer 


George A. Brown, formerly of the 
New York American, is now repre- 
senting National Studios, Inc., New 
York, specialists in photographic ad- 
vertising. 


Curtis Gets Machines 


Blake Mfg. Corp., Springfield, 
Mass., is working on an order for 
3,000 coin machines to be used in 
vending periodicals by Curtis Pub- 
lishing Co. 
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The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Ii tant Adi 


in The American Weekly 


during 1930, 1931 and-1932 


Alemite Corp. 
All-Year Club of Southern Calif. 
Affiliated Products Group 

Edna Wallace Hopper, Inc. 

Neet, Inc. 

Louis Philippe, Inc. 
Aluminum Cooking Utensil Co. 
American Hard Rubber Co. 
American Tobacco Co., The 
Angelus-Campfire Co. 
Anheuser-Busch, Inc. 

Armand Company, The 
Association of American Soap and 

Glycerine Producers, Inc. 
Association of Hawaiian Pineapple 

Canners 
Auburn Automobile Co. 
Babbitt, Inc., B. T. 

Bauer & Black 

Beech-Nut Packing Co. 

Bon Ami Company, The 
Borden Co., The 

Bristol-Myers Co. 

Brown & Williomesn Corp. 
California Fruit Growers Exchange 
Cal. Lima Bean Growers Ass’n 
California Packing Corp. 
Chesebrough Mfg. Co., Cons’d 
Chrysler Corporation 

Church & Dwight Co. 

Clorox Chemical Co. 

Cluett, Peabody & Co., Inc. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co. 

Super Suds 

Palmolive Beads 

Palmolive Soap 
Congoleum-Nairn, Inc. 

Corn Products Refining Co. 
Corning Glass Works 

Coty, Inc. é 

Dole Hawaiian Pineapple Co. 
Duofold Health Underwear Co. 
Eastman Kodak Co. 

Elgin National Watch Co. 

Enna Jettick Shoes, Inc. 

Ethyl Gasoline Corp. 

Federal Enamelin a ieomging ts. 
Firestone Tire & Rubber .» The 
Florida Citrus Exchange 
Frederics, Inc., E. 

Frigidaire Corporation 

General Cigar Co. 

General Foods Corp. 

Bran Cereals 

Calumet Baking Powder 

Diamond Crystal Shaker Salt 

ell-O 
og Cabin Syrup 

Maxwell House Coffee 

Post Toasties 
General Mills, Inc. 

General Motors Corp. 

Chevrolet Motor Co. 

Fisher Body Corp. 

Oldsmobile 

Pontiac 
Glemby Company, Inc., The 
Gold Dust Corporation * 
Goldman, Mary T. 

Goodall Worsted Co. 
Goodyear Tire & Rubber Co., Inc. 
Heinz Co., H. J. 
Hills Bros. 
Hinze Ambrosia, Inc. 
Hubinger Co., The 
Hudson Motor Car Co. 
Hump Hairpin Mfg. Co., The 
Iodent Co., The 

ell-Well Dessert Co. 

ohnson & Johnson 


ohnston Co., Robert A. - 


Kaufmann Bros. & Bondy, Inc. 
Kellogg Company 
Kleinert Rubber Co., I. B. 
Knox Gelatine 
Kolynos Co., The 
Kotex Company 
Kraft-Phenix Cheese Corp. 
Larus & Bro. Co. 
Leeming & Co:, Inc., Thos. 
Lehn & Fink, Inc. 
Leonard Refrigerator Co. 
Lever Bros. Co. 

Rinso 


Lifebuoy 
L 


ux 
Lux Toilet Soap 
Libby, McNeill & Libby 
Liggets & Myers Tobacco Co. 
Luden’s, Inc. 
Luft Co., Geo. W. 
Mars, Inc. 
Mennen Company, The 
Model Brassiere Co. 
Mueller Co., C. F. 
National Biscuit Co. 
Northwestern Yeast Co. 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
O’Cedar Corporation 
Old Dutch Cleanser 
Park & Tilford 
Parker Pen Co., The 
Patent Cereals Co., The 
Pepsodent Co., The 
Pequot Mills 
Planters Nut & Chocolate Co. 
Pompeian Company, Inc., The 
Pond’s Creams 
Popular Mechanics Magazine 
Premier Malt Sales Co. 
Procter & Gamble Co., The 
Quaker Oats Company, The 
Real Silk Hosiery Mills, Inc. 
R. J. Reynolds Tobacco Co. 
Salada Tea Company 
Schnefel Bros., Inc. 
Scholl Mfg. Compan 
Sears, Roebuck and Co. 
Simoniz Mfg. Co. 
Smith & Sons Carpet Co., Alex. 
S. O. S. Mfg. Co. 
Spool Cotton Co., The 
Stanco, Inc. 
Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Chase & Sanborn’s Tea 
Fleischmann’s Yeast 
Royal Baking Powder 
Royal Gelatin 
Studebaker Corp. 
Swift & Co. 
Quick Arrow Soap Flakes 
Sunbrite Cleanser 
Texas Co., The 
Union Oil Co. of California 
United States Rubber Co. 
Utica Steam & Mohawk Valley 
Cotton Mills 
Vadsco Sales Corp. 
Vanity Fair Silk Mills 
Vick Chemical Co. 
Wander Co., The 
Warner & Co., Wm. R. 
Warren Corp., The Northam 
Warren Featherbone Co. 
Waterman Co., L. E. 
Watkins Co., The R. L. 
Westinghouse Electric & Mfg. Co 
Willys-Overland, Inc. 
Wright & Sons Co., Wm. E 
Young, Inc., W, F 


What $16,000 buys 
in The American Weekly 


A full page in color more than twice the size of 

any other magazine page in the world . . . 5,500,000 

families at a cost of less than 4 cent per family 

. . . The attention of the entire family instead of 
a single buying factor. 


ORE SALES 


for LESS money! 


TS repeatedly demonstrated ability to make 

more sales for less money has established 

The American Weekly as the most potent 
force in the magazine field today. 


That’s why in times like these you see one 
advertiser after another turning his back on 
tradition and concentrating in this Mighty 
Magazine. 

For $16,000 an advertiser in The American 
Weekly can reach one-fifth of the families of 
the United States with a full-page advertise- 
ment printed in four colors. 


That means he can address 5,500,000 fami- 
lies located in the richest buying areas of the 
nation at the incredibly low cost of % cent 
per family. 

The page itself is a BIG page. Measure it— 
twice as big as any other magazine page on the 
market; an eye-smiting page that compels the 
attention of both consumer and retailer. 


These advantages are concrete and subject 
to audit. 


But there is another great factor in making 
The American Weekly the great advertising 
medium it is. 


We say to you The American Weekly is 
the most interesting magazine in the world; to 
wit: a circulation twice as great as that of any 
other magazine. 

To capture and sustain the interest of 
5,500,000 families calls for a great understand- 
ing of people, of what interests them and why. 

Turn through the colorful pages of this 
magazine and see for yourself how each issue 


contains something to challenge and hold the 
attention of every literate person in this‘land. 


Sensational? Perhaps. Since people are in- 
terested in people The American Weekly de- 
votes space each week to intimate glimpses into 
the triumphs, tragedies and romances of life. 


But the editorial menu offers wide selection. 
Archaeology, astronomy, philosophy and the 
wonders of science are treated by world au- 
thorities in words the layman can understand. 


On its magic carpet, the stay-at-home can 
ride to the fascinating isles of faraway. Here 
one can read of strange lands and the stranger 
people who live on the other side of the globe. 


Fiction, too, in absorbing serials written by 
the outstanding authors of our time. 


These are the ingredients that go into this 
Mighty Magazine that out-performs them all. 


Where this Magazine goes 


The American Weekly is the largest magazine 
in the world. It is distributed through 17 great 
Sunday Newspapers. In 558 of America’s 995 
towns and cities of 10,000 population and over, 
The American Weekly concentrates 70% of its 
circulation. 

In each of 136 cities, it reaches one out of every two families 

In 105 more cities, 40 to 50% of the families 


In an additional 153 cities, 30 to 40% 
In another 164 cities, 20 to 30% 


... and, in addition, more than 1,750,000 families in 
thousands of other communities, large and small, regularly 
buy and read The American Weekly. 


Where can you spend your advertising 
dollar more effectively? 


ERICAN 


THEAM 


“The National Magazine with Local Influence”’ 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Pavmouve Bioc., Cricaco . . . 5 WintHror Sgtars, Boston... 753 Bonnie Brat, Los Ancetes. . . 222 Monapnock Bupc., San Francisco 


11-250 Generat Morors Buoc., Derroir . 


. 1138 Hanna Buoc., Creveranp . . . 


101 Martetra St., ATLANTA . . lwrernationat Bipc., St. Lous 
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October 15, 1932 


. ” 
“Times” Names Clark Alpert Moves 
Thomas F. Clark Company has Aplert Advertising Agency has 
been named national representative | moved from 1125 Washington Blvd., 
of the Times, Monett, Mo. Detroit, to Michigan Theater Bldg. 


Smooth reading makes smooth selling! Editor- 
ially LIFE opens the hearts and the purses of 
its readers to users of your product, as adver- 
tised in the highly-visible pages of this maga- 
zine. Well? So what? So—smooth out your 
sales in LIFE’S national market of ready-to-buy 


readers, totaling 
125,000 


Guaranteed Average Net Paid ABC 
at $700 per page—$5.60 per page per thousand 


Lif’e 


60 East 42nd Street, New York 


Copy Features 
New Schedules 
Of Fast Trains 


New York, Oct. 13.—Making cap- 
ital of the fact that for the first time, 
the schedules of the Twentieth Cen- 
tury Limited of the New York Cen- 
tral Lines and the Broadway Limited 
of the Pennsylvania Railroad, crack 
New York-Chicago trains, do not 
agree minute-for-minute, both roads 
are using newspaper copy stressing 
the relative advantage of each train. 

The Century now leaves and 
arrives an hour earlier than its rival. 

The change in schedules is ex- 
pected to prove of value to advertis- 
ing and business executives who 
have been forced to make a headlong 
dash for the station or wait several 
hours for the next train. 


Three Join Green, 


Fulton, Cunningham 


W. S. Harvey, Jr., former secre- 
tary-treasurer of Behel & Harvey, 
Inc., Chicago, and Jess H. Wilson, 
former vice-president of the agency, 
have joined Green, Fulton, Cunning- 
ham, Chicago, as account executives. 

George H. Daugherty, also with 
Behel & Harvey, has joined Green, 
Fulton, Cunningham in a _ similar 
capacity. 


Joins “Poultry Tribune” 


Gerald G. Sanderson, former pub- 
lishers’ representative, has joined 
Poultry Tribune, Mt. Morris, IIL, as 
assistant advertising manager. 


“Post’”’ Cuts Rates 


National advertising rate of Balti- 
more Post, Scripps-Howard paper, 
has been cut from 22 cents to 17 
cents a line, effective Oct. 1. 


Name Spencer Young 


Spencer Young Co., New York, 
have been appointed Eastern repre- 
sentatives of Architect and Engineer, 


San Francisco. 


e Contest Rules e 


1. 


* nounced by November 15th, 1932... 


used. 


3..The Judges will be.... 


4.. 


e Specifications e 
Billboards proper are 10’ 6” high by 39’ long. 


three years old, fire proof and modern. 


with any of these seasonal repaintings in mind. 


Prize 
Contest 


for billboard design for 
Roger Smith Hotels 


Contest now open; closes November Ist, 1932, and decision will be an- 


2... For the best billboard design for the Roger Smith Hotels, submitted in 
accordance with the specifications in this announcement the sum of $50.00 
will be paid. The Roger Smith Corporation also agrees to pay for any design 


Hugh Ferriss, 101 Park Ave., New York, leading architectural artist. 


Alfred Kastner, 501 Lexington Ave., New York, winner of the Kharkor competi- 
tion and second prize in the Palace of the Soviets competition. 

W. R. Needham, President of Needham & Grohmann, Incorporated, 11 West 
42nd St., New York, advertising agency specializing in hotel advertising. 


Designs or inquiries relative to the gontest should be directed to O. A. 
deLima, President, Roger Smith Hotels Corp., Hotel Winthrop, 47th St. 
& Lexington Ave., New York. Telephone WIckersham 2-1400. 


Including frame they are 12’ high by 42’ 
long. They are illuminated at night by floodlights which flash on and off. The wording on the 
designs will be “Roger Smith Hotels,” “Stamford and White Plains,” “Rooms $2 to $3 single” 
and such optional phrases as “Outdoor Dining,” “Popular Priced Restaurants.” 
The Roger Smith in Stamford is distinctly colonial in 
type. The billboards are repainted in March, July and November and designs submitted may be 


The hotels are 


HODGE LAMBASTS 
ADVERTISING TO 
12-YEAR OLDS’ 


Atlantic City, N. J., Oct. 13.—Un- 
scrupulous and destructive advertis- 
ing, as well as all copy built around 
“the myth of the 12-year-old average 
adult mind,’ was severely criticized 
before the convention of American 
Gas Association here Tuesday by 
William H. Hodge, Byllesby Engin- 
eering and Management Corporation, 
and chairman of the association’s 
publicity and advertising section. 

“Too many advertising men have 
studied statistics instead of studying 
people,” he declared. “The way to 
sell a shovel is to call attention to 
perfume; the correct approach to the 
sale of airplanes is by way of a coal 
mine; and the sure shot theme for 
selling anything is that amazing new 
discovery, SEX.” 

“The public—any public—even the 
American public, resents’ being 
fooled. Its defense to the delirium 
tremens stage of advertising is mute, 
but none the less effective. It simply 
learns to pay no attention to such 
advertising, and spends its money 
without benefit of advertising sug- 
gestion.” 

However, Mr. Hodge saw a ray of 
hope in the fact that “the saner 
heads in the advertising business 
are calling upon their erring breth- 
ren to wake up from their present 
nightmare and get back to the first 
principles of propriety, good taste, 
good sense, truth, sincerity, decency 
and fair play.” 


The Shrewdest Minds in the World 


The average mind which advertis- 
ing must convince today is probably 
the shrewdest purchasing mind in 
the world, Mr. Hodge believes. “It 
has been duped by hokum, matured 
with dearly bought experience and 
sharpened by adversity. It is lying 
in wait to make monkeys out of ad- 
vertising people who have been edu- 
cated on superficial, egotistical and 
heartless theories, and nurtured by 
statistics. 

“Every sales and _ advertising 
analyst should be compelled to take 
a trunkful of the latest available sta- 
tistics about everything—all guaran- 
teed to be at least two years old— 
and spend one month in an honest- 
to-goodness small American town. 
Let him mingle with citizens in the 
raw. Let him prove to himself how 
meaningless and wrong are the con- 
clusions he draws from numerals 
that ceased to represent anything of 
value to the advertiser before they 
hit the printing press. 

“When unscrupulous and destruc- 
tive advertising is starved to a point 
where it realizes that it is a means 
to an end, and not an end in itself; 
when it abandons its scientific sanc- 
timony; when it casts off the mantle 
of occultism and throws away the 
tomahawk of the Iroquois; when it 
quits its ridiculous poses —then 
hope may be entertained for the 
future of advertising in general.” 


Has Definite Use 


Yet all is not lost, Mr. Hodge inti- 
mated. 

“In spite of all this,” he continued, 
“the gas industry has a definite use 
for advertising and can make it pay 
good returns if handled with courage, 
intelligence and persistency.” 

Mr. Hodge sounded a note of warn- 
ing against thinking so hard in terms 
of huge national campaigns that the 
primary selling problem of each indi- 
vidual company is forgotten. 

It is my firm conviction,” he said, 
“that we should spend less time dis- 
cussing and planning proposed na- 
tional and regional efforts, and divert 
these energies into company sales 
and advertising activities intended to 
do just one thing—hold and add to 
the business enjoyed by our own par- 
ticular, individual concerns.” 


Statistics Service Moves 
Advertising Record Company. Chi- 


cago, has moved to 43 E. Ohio St. 


—— 


NAMED VICE-PRESIDENT 


W. P. Littell, who has been asso- 
ciated with Ruthrauff & Ryan in Chi- 
cago for the past ten years, has 
been elected vice-president of the 
organization. Mr. Littell has served 
as copy director and account exec- 
utive for the last seven years, and 
will continue as supervisor of copy. 


Start Bowling Season 


The bowling team of Advertising 
Club of Los Angeles began its new 
season last week. Golfing members 
of the club are also preparing for a 
busy winter on the links. 


To Advertise Rugs 


Advertising of Nahigian Brothers, 
Inc., Chicago, importers of Oriental 
rugs, has been placed with Needham, 
Louis and Brorby, Inc., Chicago. 


“News” Reduces Rate 


Effective Oct. 1, national advertis- 
ing rate of Washington News, 
Scripps-Howard paper, has been re- 
duced from 20 cents to 18 cents a 
line. 


AUAAAAEA 
SSA QW 


David Belasco 


vee ee once said 


Tell the public you 
are going to do it 
... Do it... Then 
tell them you did it 
...What'a wonder- 
ful creed for every 


advertiser. 


»» 


BenC. PittsfordCo. 
cA. dyvertising 


Typographers 
605 South Clark Street - Chicago 
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FURTHER 


REDUCTIONS IN 
Poster Advertising 


CENTRAL OUTDOOR ADV. COMPANY, INC. 
THE PACKER CORPORATION « THE PACKER ADV. CORPORATION 
PACKER OF FLORIDA, INC. «© SUNSET SYSTEM OF TEXAS 
AND SUBSIDIARY CORPORATIONS 
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Vancouver Honors Three 


Frank Anders, chairman, advertis- 
Ing and sales bureau, Vancouver, 
B. C., Board of Trade and advertis- 
ing director, Home Oil Co.; James 
Lightbody, publicity director, British 
Columbia Electric Railway Co.; and 
Roy Hunter, past president, P. A. 
C, A., have been named to direct the 
publicity campaign for Vancouver 
Welfare Committee. 


Gets Blade Account 


Advertising Associates, Newark, 
N. J., has been appointed by Marthon 
Razor Blade Co., Irvington, N. J. 
Newspapers will be used. 


Barker Joins Agency 
S. Weldon Barker, formerly with 
Barron Collier, Inc., New York, has 
joined Bermingham, Castleman & 
Pierce, Inc., New York agency. 


Miss Solodar a Director 


Marion E. Solodar, of Edward L. 
Bernays, has been named a director 
of the New York League of Advertis- 
ing Women to fill an unexpired term. 


Daniels Advanced 


B. J. Daniels has been named ad- 
vertising manager of Montgomery 


Ward & Co., Tulare, Cal. 


The Sruth 


About Newspaper Circulation 
and Advertising Rates 


Circulation is a commodity. 


therefore vary proportionately in price. 


It varies in quality—it should 
If circulation is 


worth just so much per line per thousand, then automobiles, 


regardless of their horse power or what they can DO, are 


worth just so much per dozen; and cloth, regardless of 


whether it is made of silk, linen, wool or the cheapest shoddy, 
is worth just so much per yard; dnd gold should be sold at 
the same price as brass or pig iron, and the whole purchasing 


system of business is wrong. 


7 


Circulation is made up of people, 
and people vary all the way from 
the professional panhandler, who 
asks you for “the price of a cup 
of coffee,” to the one man in a mil- 
lion who, if he cared to, could buy 
your whole store or your factory 


output. 


, £ ¢ 


Yet under the present bulk milline 
system of buying circulation you 
pay about the same price for telling 
the story of your product to the old 
habituals that sleep under the bridge 
that you pay to tell it to the Junior 
League. 


" ¢¢ 


So much for this business of buy- 
ing circulation on a basis of mere 
If mere numbers meant 
very much, China would be the 
greatest nation on earth and, instead 
of having the eagle for our national 
emblem, we'd probably have a 
swarm of mosquitoes. 


numbers. 


- - ¢ 


Now—how about the practice of 
Well, that, 
too, is being seriously challenged by 


predating newspapers? 


buyers of advertising who, just now, 
happen to be unusually sensitive 
about their budgets. 


THE CHICAGO DAILY NEWS 


CIRCULATION 
GEORGE A. McDEVITT CO. 


CONCENTRATED 


National Advertising Representatives: 


QUALITY 


? < 


Unfortunately news is one of those 
things that doesn’t 
age. As a matter of fact, when 


improve with 


allowed to stand overnight it has 
been known to spoil. Yesterday's 
news is yesterday's news, no matter 
how boldly you mislabel it “today”; 
and the newspaper printed yester- 
day and arriving in Oshkosh today, 
no matter what date it bears, is cer- 
tainly mot today’s newspaper—and, 
by the way, nobody knows it any 
better than Oshkosh. 


But this discredited, far-flung news- 
paper circulation is just as valuable 
to the advertiser as duplicate circu- 
lation obtained by flinging frequent 
predated editions into the street, 
for no good reason at all. When 
you sell the same man a predated 
newspaper in the evening and then 
sell that same man again next morn- 
ing practically the same paper and 
put him down twice on your circu- 
lation statement and, on top of that, 
charge the advertiser for two cus- 
tomers—but why get technical? It 
all adds up and, as they say in the 
alley—“circulation is circulation— 
so what the heck!” 


QUANTITY EVENING 


250 Park Ave., NEW YORK 


Copyright, 1932, The Chieage Daily News, Inc. 


CHICAGO 
Palmelive Building 


PHILADELPHIA 
Record Bldg. 


DETROIT 


New Center Bidg. Monadnock Bldg. 


SAN FRANCISCO 


Must Tell Coal Origin 

The place of origin of coal adver- 
tised in British Columbia must now 
appear in all copy, under a recently 
enacted law of the provincial legis- 
lature. 


Farm Paper Is Monthly 


Effective with its Oct. 1 issue, 
Southern Cultivator, Atlanta semi- 
monthly, became a monthly. 


Dovedown Appoints 


Dovedown Hosiery Mills, Griffin, 
Ga., have placed their account with 
Gottschaldt-Humphrey, Inc., Atlanta. 


All of which would be fine if it 
weren't for those annoying “memos” 
that keep coming up from the busi- 
ness offices of newspapers where such 
practices have been encouraged: 
“Cut “No 


more premiums!” “No more sub- 


down on_ expenses!” 
scription contests!” “Circulation 
got that way doesn’t last anyhow! 
And why all these predated editions? 
Hold down on them! 
what about this out-of-town circu- 


Incidentally, 


lation? It costs a lot of money to 
get it, and it costs more to hold it.” 


* = #F 


And thus you see imperative defla- 
tion has already set in; and when 
the froth is blown off, newspaper 
space will, in truth, sell for what it 
DOES rather than on a basis of how 
much it heats up an adding machine. 


Meanwhile The Chicago Daily News 
will go selling LIVE, 
HOME TOWN CIRCULATION 


right on 


. .. no predate ... no Scatter- 
ville . . . CULLED AND 9%% 
CONCENTRATED RIGHT _IN 


THE CHICAGO MARKET. Chi- 


SEPTEMBER LINEAGE IN FARM PAPERS 


Monthlies 1932 Issues* 1931 Issuess 
er nh had ae wh Reena 12,797 25,447 
CoE COPOOPORD coccc cc cecenoncecusacene 12,011 19,240 
Capper’s Farmer ares a atin awk be ee 10,888 12,123 
SE. IN ng ob an as ce edenseseneee eee 9,050 11,514 
ee EC ee eee Te Se eee ee Tee 8,309 10,310 
Progressive Farmer & Southern Ruralist— 

Georgia-Alabama Edition ...............5-- 6,763 14,313 2 
Carolinas-Virginia Edition ...........0.006% 6,645 14,154 2 
Se eu ccmen bee einetak ok Seb ewes 6,338 12,548 2 
Mississippi Valley Edition ................ 5,538 13,959 2 
Kentucky-Tennessee Edition ...........66.. 5,083 13,665 2 
TTT CCT TERETE TTT eT et To 6,650 12,815 u 
SD MPCOUIRUIRE doi vee s odes news co-sie see 4,818 10,255 
PPP CCTCUTETTCET TOTES 4,146 10,861 ? 
i) (Mei e. cee nenheo tiie rea seeweweeen 4,097 7,637 
a EET TEPER TE Eee 3,330 8,791 
ry We | Oe reerrerererercrir rey? 2,900 3,117 
National Live Stock Producer ............... 2,802 4,328 
Powmltry THIDUMO oo. ccscccsersrccvssrsnnccess 2,700 4,677 
Wyoming Stockman-Farmer ...........eee+055 2,587 4,508 
Rhode Island Red Journal ..........e.eeeeees ?, 398 2,907 
Maw TM tERE EORSETMIBM 2c cc cc cecvessceassess 2,156 3,156 
I, DOOD 6.6.6 6 keys 6000s be Kh OO Bede ss 2,146 4,003 
American Poultry Journal .......ceccecescces ,721 3,548 
Northwest Poultry Journal ........seeeeeeees 1,683 3,576 
SD Perr rec Cee Tee ee 1,538 3,062 
Everybody's Poultry Journal ......ccsesecoes 1,512 2,621 
THO DOPORE DPOPMOF ccc cccecessccvesscccecsce 1,510 2,555 
pg ee Prreeerereer Pri 1,045 2,381 

Semi-Monthlies 
Prt GB RANCH 2. rcccesecvvesesvcccscvesccvee 9,428 14,631 4 
Oklahoma Farmer-Stockman .............0006. 8,738 15,990 
Oe 6 cece ease tbceee tas cers eees 7,165 5,573 
i Ce cs chess SERRE ES ROSES OE SA'S 7,090 13,030 
TD og Be eer reer eee »,726 12,573 3 
BEES DOPUMOE scccctivecccccesvcsencsesevne », 564 4,342 
SEO DRIPVURGM oi ccccccccscceccoceeseneeee 5,063 15,620 
SS nes er reer rr 4,932 9,044 
EE DUNE ccc ck essences re Oeveeenn cee de One 3,993 8,205 
i EEE SST ETT COTE TCC OTT CCT 3,645 11,041 
ee eee eee eee ee ee ee 3,310 3,000 
I a ola 6000 6.00269 49:00 CHO RO wOSOS 2,954 5,084 

Bi-Weeklies 
Prairie Farmer— 

ee oes ED KEE DSTORE OS 10,630 2 17,337 2 
PE DEE, kcpoticssenisreise e8erees 6,941 2 12,723 2 
a caw dace eeeseaca eno es 9,682 2 4 
Wallace’s Farmer and Iowa Homestead...... 9,553 2 4 
Kansas Farmer—Mail & Breeze ............+.. 8,693 2 4 
The Farmer and Farm Stock and Home— 
PERO, THRSGHOE 6.65.8 56%% 040500 S000 Ks eH OK 8,579 2 16,295 4 
Dakotas-Montana Edition .............85. 6,709 2 14,704 4 
DORE, WROTE cet ccd es creceeersescarcccseses 8,422 2 16,203 2 
Wisconsin Agriculturist & Farmer .......... 8,262 2 14,101 4 
PE III oo 0.00 604 ds cecdesreessvns 7,194 2 17,403 4 
MMMOPICAM ABFIGUICUTINE 6.662 cccecccsrevesecees 6,323 2 14,065 4 
ee chee onl a le 6K RN OEO ROKER Ee eS 5,517 2 14,701 4 
New England Homestead ..........-cccscesves 5,445 2 15,022 4 
OT CITT R Te TU Le Terre 5,225 2 15,916 4 
American Agriculturist Local Zone Advertising— 
SE £6 a6 640550 55S CESS AEST EERE TS 1,204 2 840 4 
CELE OVE ERE OCTET ETUC TT CTT C TTT 980 2 672 4 
PP ST eee eT ER ee SOT CST TCT Tee 949 2 637 4 
re he Coed sp twede cae eee NERS EARS 616 2 518 4 
6b os oi h900 939045 950R0b ewer eS SS 504 2 112 4 
EE SCR ee cee claeeS ESCH See EAS 476 2 462 4 
ge ee eee eee eee eee 336 2 462 4 
ete ara ie os eae are, nario’ 6 & eibema® ® tis 336 2 385 4 
I cath bick a Giardia a eh p 3.8 wa RW ee Me EA 224 2 906 4 
occ cue pe ee Res eer Ke hanya 180 2 170 } 
SN ea chien e has hs baeaee asks + ks eee 112 2 112 4 

Weeklies 
PO cia on eu Vina wee ok SO wx emus 15,884 t 21,588 4 
CRIROUMED CUTIVRROP eich insic sect ccceessnes 14,693 4 21,588 4 
Weekly Kansas City Star— 

Arkansas-Oklahoma Edition ............... 14,457 TS wean sé 

660s pd ceudhdaes er pees 8 seaas 14,449 0 “nus +s 

Re Ee re rr ee re ee 14,401 4 18,559 5 
ND 65.55 6:5.5:460.59: 99049650 6 OO 11,578 5 14,433 4 
oo RTL OTE e ee oT ee roe 10,532 5 13,906 } 
6.555 6 iis Obie bed OK KONE 6 EOS Oe RD 9,689 5 13,823 4 
a ee | eee eee eee ne 6,805 4 17,251 4 
Semi-Weekly Farm News— 

bbc soe eee 0c SS ee wae es a0 3,278 5 3,416 4 

py ie ee eee ee eee ee 1,479 4 3,390 } 
DRITFIMOR HD TOGO NMOWE oo cickccccvcioses. . 1,525 5 5,466 4 

Papers Combined With the October Issue— 

PUIOPIGED DOU GOWER? occ ccc ce ccrsebeseses coves 4,366 
rn Sachs cugis Paek aan be mace we eek’ 660 Sc 3,233 
PE Cr CCR CECT CL eT 3,284 
PEPEROMER BOOCK BMEOMtRRY .ccccc ccc ndeercvsccse. severe 2,907 
ec ee CRC CLASS Ste th hee eee bees 2,643 


American Thresherman & Farm Equipment... 


Inland Poultry Journal 


—Adveiiising Record Company. 


*Discrepancies between these columns for 1931 and 1932 are explained 
by changes in frequency of issue of the publications involved. 


cago Daily News circulation never 


has been inflated and it never will 


be. And that’s why Daily News 


uninflated circulation gives you 


greater results for considerably less 
money — ALWAYS —as_ evidenced 
by the fact that last month The 


Daily News carried more retail ad- 


vertising in six days per week than 


any other Chicago newspaper car- 


ried in seven.*® 


ew Authority: Media Records, Inc. 


Financial Advertising Offices 
NEW YORK CHICAGO 
165 Broadway 29 S. LaSalle Street 


ities Heads Chain 
Store Association 


Fred H. Massmann, of the National 
Tea Co., Chicago, has been elected 
president of the National Chain 
Store Association, succeeding Albert 
H. Morrill, Kroger Grocery and Bak- 
ing Co., Cincinnati. 

A. W. Hughes, J. C. Penney Co., 
New York, is the new treasurer. R. 
W. Lyons, executive vice-president, 
and other officers were re-elected. 


Advertising Man 
Wins Plymouth Award 


Charles S. Perrine, Seattle adver- 
tising man, won third award in the 
$25,000 floating power essay contest 
sponsored by Plymouth Motors Cor- 


poration. 
First award went to Albert U. 
Wean, Cleveland, and second to 


Gerald Stanley Lee, New York. 


National Chain Fails 
Shirnat Corp., New York, operat- 
ing the 71 National Shirt Shops in 
32 cities, has filed a petition in bank- 
ruptcy. 


Goldberg’s New Work 


S. M. Goldberg has been appointed 
Eastern representative of Building 


Owner and Manager. 


To Protect Oil Emblem 

Pennsylvania Grade Crude Oil As- 
sociation has adopted new regula: 
tions designed to stop the use of the 
association emblem as a brand name 
for a particular lubricating oil. It 
is said that certain members of the 
association have been marketing 
their products in cans containing 
the association emblem without 
other distinguishing name. 


Financial Group Elects 


Ralph M. Eastman, State Street 
Trust Co., Boston, has been elected 
president of Financial Advertisers 
Association of New England. Roy 
Booth, Jr., National Shawmut Bank, 
is a new vice-president, and Louis 
W. Munro, Doremus & Co., a director. 


Barrett Makes Change 


Fred Barrett, for 11 years director 
of the media and marketing depart- 
ment, C. C. Winningham, Inc., De 
troit, has joined the Detroit office of 
Ruthrauff & Ryan, Ine. 


Tripp Is Commander 


Russell B. Tripp, publisher, West- 
ern Confectioner, San Francisco, has 
been elected commander of Frederick 
B. Bunch post of American Legion, 
succeeding Jack McDonald, San 
Francisco Call-Bulletin. 
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HOW TWENTY-FOUR BASIC FACTORS 
IN THE LIVES OF 123,197 FAMILIES 


RANK THE FIFTEEN 
LEADING MAGAZINES / 


This ranking is based on 24 factors, dealing 
with the net worth, commodity ownership, buy- 
ing habits and buying activities, of 123,197 
families interviewed by R. L. Polk & Co. 


So unseen, COSMOPOLITAN bought Pittsburgh, the first report 
of the Polk Consumer Surveys— found a mine of information — 
bought Fresno—then Columbus—ordered others when published. 


This colossal study— 


Scientifically CORRECT .. . sound in method, standardized in execu- 
tion, cross-checked for accuracy. 


Staggering in SCOPE . . . both big and small trading centers from 
coast to coast under observation. 


Unrivalled in SIZE . . . reports now in on 123,197 homes. 


Scrupulously UNBIASED . . . initiated, conducted, paid for by R. 
L. Polk & Company—62 year old directory publishers—for sale to 
any business house or individual. 


—goes further, digs deeper, comes up with more cold facts than any other sur- 
vey ever attempted. 


We Stand so High We'd be Embarrassed if 
This were a Private Affair! 
Out of the mass of data that covers the buying habits, the commodity own- 
ership and the buying activity of over a hundred thousand magazine read- 
ing families, this definite unassailable fact stands out— certain magazines 
attract and hold the people who kept their jobs and Rept on buying— 


Greater TODAY 


National Geographic . . 
COSMOPOLITAN 

Good Housekeeping ..... 
Literary Digest ...... 
Better Homes & Gardens 
Saturday Evening Post .. . 
Ladies’ Home Journal. . 


Delineator . . 
American. ........ 
eee eee 
SE 6 6 6% * 6a ss 
Woman's Home Comp... . . 
lg 

Pictorial Review . 

True Story .... 


and head and shoulders above its competition 


stands COSMOPOLITAN. 
Is our face red? 


Like little Jack Horner, we certainly want to tell the world what a 
brave boy we are. But how shall we tell it—best? How shall we tell you 
and everyone else who has a finger in the sales buying pie this dramatic story 
of magazine value in the most convincing and the most speedy manner. 


24 Factors in the Lives of 123,197 Families 
From a vast detail of facts and figures, we isolated 24 factors—hbasic guides 
that unmistakably give the right answer to the question everyone is ask- 
ing—‘Who Buys It Now?” 
For now, more than ever, advertisers are realizing that how people live is 
far more important than who they are—that ncome no longer dominates 
all attempts to measure advertising value—that ovtgo is the right yardstick. 


A Chart as Simple as a Score Board 
Here in simple, concrete form is the final, wet result—the definite rank- 
ing of the 15 leading magazines according to the deliberately expressed 
opinion of 123,197 families. 
So the 24 factors that show how Magazine Reading Families /ive point 
to an unescapable conclusion—to a new, exact, impartial measurement of 
advertising value. 


eanst’s Jntermational 


combined with 


than Yesterday... OSMODP © 


Greater TOMORROW 
than Today! 


itan 


57th Street at 8th Avenue, New York 


THE CLASS MAGAZINE WITH MORE THAN ONE AND A HALF MILLION CIRCULATION 
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AEP. Spee 
Rehabilitation 
Committee Plan 


Chicago, Oct. 13.—Business paper 
publishers and editors have under- 
taken aggressive support of the pro- 
gram of the National Committee on 
Industrial Rehabilitation, headed by 
A. W. Robertson, chairman of the 
board of the Westinghouse Electric 
& Mfg. Company. 

Meetings have been held in New 
York and Chicago under the auspices 
of the Associated Business Papers, 
Inc., to outline the program and 
hear discussion from the business 


publishing groups. Both meetings 
were addressed by Mr. Robertson and 
Malcolm Muir, president of the Mc- 
Graw-Hill Publishing Company, New 
York, who is a member of Mr. Rob- 
ertson’s committee and also chair- 
man of a committee organized by the 
A. B. P., to promote the same gen- 
eral idea. 

In his talks Mr. Robertson has ex- 
pressed the idea that conditions have 
improved so much during the past 
six months that a program of re- 
habilitation for industry is now a 
practical enterprise. He pointed out 
that there are plenty of companies 
with sufficient financial strength to 
make improvements, provided they 
have the courage and confidence to 
go ahead. It is to this class that 
the committee is addressing itself. 


Mr. Muir emphasized that the sit- 
uation represents an opportunity and 
a challenge to the business press, 
which has editorially promoted the 
idea of modernization, and which 
now can relate the drive for pur- 
chase of industrial equipment and 
supplies to business recovery. 

Earl L. Shaner, editor of Steel, 
and president of the National Con- 
ference of Business Paper Editors, 
spoke at both meetings and pledged 
the support of his organization to 
the work of the Robertson commit- 
tee. 


Golden State to Drury 


Golden State Company,  Ltd., 
Golden State brand milk products, 
has placed its account with Drury 
Company, San Francisco. 


Canadian Agency Grows 

Morris-Patterson, Ltd., Toronto 
agency, has opened a branch office 
in Vancouver, B. C., in charge of R. 
A. Hutchison. 


WWL in New Studios 


WWL, New Orleans, has moved 
into its new $100,000 studios in the 
Roosevelt Hotel. The station is 
owned by Loyola University. 


Garfinkel Moves 


Sidney Garfinkel, Advertising, San 
Francisco, has moved from Russ 
Bldg. to 525 Market St. 


Coon Has Weekly 


Glen Coon is publishing The In- 


dex, a weekly, at Farnhamville, Ia. 


Concentrate your 
ADVERTISING EFFORTS / 


Cover the GREAT AKRON MARKET 


AKRON 


Through the 


BEACON JOURNAL 


Growth of AKRON DRY GOODS CO. Proves 


First in AKRON ! 


CIRCULATION 
Period Ending Sept. 30, 1932 


AKRON BEACON JOURNAL 


65,831 


SECOND PAPER 


38,152 


Complete, Economical Coverage of this Out- 
standing Daily. 


HERE IS AKRON DRY GOODS CO.’S OWN STATEMENT 


tea 24,009 


TOTAL ADVERTISING 
(FIRST 9 MONTHS OF 1932) 


AKRON BEACON JOURNAL 


8,906,094 tines 


SECOND PAPER 


9,161,934 unes 


September 22, 1932. 


sponding increase in volume of business. 


The opening of our new Men’s Shop prompts me to express 
myself regarding the part the Beacon Journal has played 
in the growth of the Akron Dry Goods Co. 


Since 1925, when we became exclusive advertisers in the 
Beacon Journal, we have increased our floor space from 
43,500 square feet to 114,000 square feet, with a corre- 


I know of no 


better tribute to results of Beacon Journal Advertising 
than to say that The Beacon Journal alone has carried our 
message. We are proud of our growth and appreciative of 
the part The Beacon Journal has played in it. 


Sincerely yours, 


J. H. Vineserc, 


Pres, Akron Dry Goods Co. 


Beacon 


iEAD_ ae 744, 1 60 LINES 


GREATER 
CIRCULATION ! 


SUPERIOR 
READER INTEREST ! 


MORE CUSTOMERS 
PER DOLLAR ! 


Cissoteents “Times Bhar... nn csccccceeccce 


First in Ohio! 


The importance of Akron as a Major Ohio Market is proved by the 
fact that Akron’s leading newspaper carried more advertising the 
first nine months of 1932 than did the leading newspapers in Colum- 
bus, Dayton, Cieveland or Cincinnati. 


Total e Total 
Display Advertising 

Linage Linage 
AKRON BEACON JOURNAL....... 7,564,824 8,906,094 
Columbus Dispatch* Pe eae a ak ea rk Fa 7,273,004 8,844,619 
eer ree Tere ee eT ee Te eee 6,800,548 8,132,551 
oe ee ee 6,490,090 7,789,241 
6,423,238 7,332,207 


*Seven Days. All Figures from Media Records. 


AKRON BEACON JOURNAL 


A Metropolitan Newspaper in a Highly Responsive Market 


Represented by 


STORY, 


Member A. B. C. A. N. P. A, 


BROOKS & FINLEY 


Major Market Newspapers, Inc. 


URGES RETURN TO 
QUALITY SELLING 


Milwaukee, Oct. 11.—The job im. 
mediately ahead for advertising is to 
make people appreciate and desire 
better goods, G. Ray Schaeffer, pub. 
licity and promotion manager, Mar. 
shall Field & Company, Chicago, told 
a joint meeting of Milwaukee Adver. 
tising Club and Women’s Advertising 
Club of Milwaukee last week. 

“There is no bigger task before 
the merchants of the country than 
that of reversing the tendency to- 
ward lower prices,” he asserted. 
“There should be concerted action 
to encourage the speediest possible 
return to better standards of living 
and to make America quality-con- 
scious again. Only by doing this is 
it possible to bring about a return 
of prosperity.” 

Harking back to the past three 
years Mr. Schaeffer contended that 
“if those of us who are honest with 
ourselves will look over the advertis- 
ing we have issued, many of us will 
be embarrassed, if not ashamed, at 
many of the things we did when 
faced with falling prices and declin- 
ing volume.” 

Pointing out that at the peak of 
prosperity, fashion and quality were 
liberally extolled and competitors 
were seldom if ever mentioned, Mr, 
Schaeffer said that the depression 
ushered in a new psychology in sales 
appeal, with price the only factor of 
importance. 


Sales Forced Down 


“With price on everyone’s lips, 
advertising men naturally put it in 
the headlines and thus did their part 
in contributing to the general de- 
terioration,” he asserted. “We helped 
materially in creating a condition in 
which it was fashionable for people 
to boast of the inexpensiveness of 
the things they wore and used. The 
tragic part of it was that most of 
us were actually inducing our cus- 
tomers to buy cheaper things than 
they intended or wanted to buy. 
Salespeople naturally reflected the 
influence of the advertising and put 
their emphasis on the goods that 
were thus promoted—the goods that 
were easiest to sell. And thousands 
of stores found themselves selling 
goods that they should have been as 
ashamed to sell, as their customers 
later were to own. 

“Fortunately for the merchants 
the solution lies largely in their own 
hands,” he continued. ‘People will 
buy what they are educated to ap- 
preciate, and the manufacturers will 
produce what the merchants demand. 
It is the advertising man’s big op 
portunity. 

“The remedy is plain. The mer- 
cantile forces of the country—mer- 
chants, manufacturers, advertising 
men, promotional men,—must pick 
up the keynote of quality merchandis- 
ing at a profit and tune all their ac- 
tivities to it.” 


Schuster Has New Title 


H. G. Schuster, former national 
advertising manager, Chicago Daily 
News, who recently joined the ad- 
vertising department of Chicago 
Daily Times, has been named na- 
tional advertising manager. The 
title is a new one with the Times. 


Forms Own Company 


James T. Kolbert, who recently 
resigned as vice-president in charge 
of production and secretary of Cory 
& Kolbert, Inc., publicity organiza- 
tion, has founded James T. Kolbert 
& Co., 612 N. Michigan Ave., Chicago. 


Eclat Sunes. Cline 


dclat Rubber Company, Cuyahoga 
Falls, O., radiator hose, brake lin- 
ing, and other products, has placed 
its advertising with Cline Advertis- 
ing Company, Akron, O. 


Maxwell in New Field 


Charles E. Maxwell has left Er- 
skine Danforth Corp., New York 
furniture manufacturer, to join 
Bermingham, Castleman & Pierce, 


New York agency. 
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FRIGIDAIRE COPY 
REVERSES SLUMP 


Dayton, O., Oct. 13.—Introduction 
of a new and better product, backed 
py forceful advertising and co-ordi- 
pated with intelligent selling activ- 
ity, is given credit for a 43 per cent 
increase in business by Frigidaire 
Corporation during September, as 
compared with August, H. W. Newell, 
vice-president in charge of sales, told 
ADVERTISING AGE today. 

Since September is normally about 
ten per cent below August in elec- 
trical refrigerator sales, the success 
otf the campaign in not only arrest- 
ing the normal seasonal decline but 
in turning it into a sharp increase 
is especially important, Mr. Newell 
asserted. 

Copy featuring the new model, 
which makes use of a new type of 
insulation to provide one-fourth more 
food storage space in the same size 
cabinet broke in 500 newspapers 
throughout the country Sept. 8, and 
all of the sales gain for September 
was registered after that date. Copy 
also announced new low prices, near 
the $100 level. 

Four factors were primarily re- 
sponsible for the bulge in the sales 
curve, Mr. Newell believes. 


All Factors Co-ordinated 


“First, we offered a reputable prod- 
uct, built by a well established manu- 
facturer, for which public preference 
had been established through years 
of advertising, at an attractive price. 

“Second, we supported this product 
with good advertising copy, some of 
the best we have ever run, we be- 
lieve. 

“Third, we placed this advertising 
in a carefully selected list of news- 
papers to get the maximum coverage 
in the field we wanted to reach at 
the lowest possible cost. 

“And in conclusion, we followed up 
this advertising campaign with well 
directed selling activity in order to 
cash in on the immediate demand 
that was created as a result of the 
advertising. 

“September sales started slow, 
with every indication that they would 
follow the usual trend and _ fall 
slightly under August. But with the 
appearance of the newspaper adver- 
tising there was an immediate jump 
in business. Sales for the first 
twenty days of the month ran 25 per 
cent ahead of the same period in 
August, actual dollar volume. Sales 
for September in dollars was 28 per 
cent ahead of August and unit sales 
for the entire month showed a gain 
of 43 per cent.” 


Davis Turns Agent 


H. G. Davis, general manager, 
Valentine Seaver division, Kroehler 
Mfg. Co., has resigned to establish 
an advertising and merchandising 
agency at 666 Lake Shore Dr., Chi- 
cago. 


Two Appoint Corning 


Advertising of Raymond Labora- 
tories, St. Paul, beauty machines, 
and Safferin Products, Minneapolis, 
has been placed with Corning, Inc., 
St. Paul. 


Supplants “Parade” 


Parade, Cleveland weekly, has 
been supplanted by Midweek Review, 
whose initial issue appeared this 
week. Bishop- White Publications 
continues as owner. 


Hooker Makes Change 


H. A. Hooker has resigned as 
President of Julius, Glidden, Chase 
& Hooker, Chicago, to become affili- 


ated with Gale & Pietsch, Inc., Chi- 
cago. 


Kwick-Cut Appoints 


Kwick-Cut Mfg. Co., St. Louis, 
Makers of a device for recutting 
treads on tires, has placed its ac- 
count with Oakleigh R. French Ad- 
vertising Co., St. Louis. 


Kimball to Esterling 


R. E. Kimball, formerly with Cas- 
lon Press, Toledo, has joined the 


Sales staff of Esterling Printing Co., 
Detroit. 


Hydrauger Advertises 


Advertising of Hydrauger Cor- 
poration, New York, makers of a 
patented machine for boring under 
street and highways, has been placed 
with McLain Organization, Phila- 
delphia. 


Named by Remington 


Advertising of Remington type- 
writer division of Remington-Rand, 
Inc., has been placed with Summers- 
Gardner, Inc., Buffalo. Advertising 
of portable models is not included. 


Three Name Clark 


Democrat, Neosho, Mo., News and 
American, Canon City, Colo., and 
Banner-News, St. Charles, Mo., have 
appointed Thomas F. Clark Co. na- 
tional advertising representative. 


4 Given Awards 
For Excellence 


By Mail Group 


New York, Oct. 13.—Schneidereith 
& Sons, Baltimore, were awarded 
$100 in gold for the best series of 
blotters displayed at the exhibition 
sponsored by the Direct Mail Adver- 
tising Association in connection with 
its convention here last week. 

Sampson & Murdock Co., Boston, 
was awarded the American Multi- 
graph Sales Company trophy for the 
best series of form letters used in 
1932. Winning the trophy this year, 
for the third time, gives permanent 


possession to the Boston firm. 

Mills- Wolf Corporation, Tulsa, 
Okla., was awarded the Postage and 
the Mailbag trophy for the most note- 
worthy accomplishment in direct 
mail advertising during the year. 

Eddy Press Corp., Pittsburgh, re- 
ceived the Standard Envelope Mfg. 
Co. trophy for excellence in design 
of a series of envelopes. 


Joins “College Humor” 


James B. Montgomery has been 
added to the Eastern sales staff of 

‘lege Humor and will make his 
headquarters in New York. 


Names Carpenter 
Warwick S. Carpenter has been 
named Pacific coast representative of 
Broadcasting, Washington, D. C. 


Rejuvenol Appoints 


Rejuvenol Company, Ft. Worth, 
Tex., proprietary remedies, has 
placed its account with Hubbard Ad- 
vertising, Ft. Worth. Newspapers, 
radio and house-to-house coupon dis- 
tribution are being used. 


Two for Hutchins 


Jolly Mfg. Co., Jolly ginger ale, 
and Japanese Water Color Co., food 
colorings, both of Rochester, N. Y., 
have placed their accounts with 
Hutchins Advertising Co., Rochester. 


“Eagle” Gives Discount 


Brooklyn Eagle has reduced its 
national rate from 30 cents per line 
flat, daily or Sunday, to 29 cents for 
5,000 lines, 28 cents for 10,000 lines 
and 27 cents for 25,000 lines. 


SHOWED HOW 


but the shadow 
closed the sale! 


WOMAN wants, but her husband pays. She 
buys, but he earns the money. He is in the 
background—a shadow—but his opinions and 
beliefs have a lot to do with the final purchase. 
Why did Mrs. R. Carroway McSnort (shown 
at the right) come into the store and ask for a 
demonstration? Because, for months, she and 
Mr. McSnort had been reading and talking about 


the joy and economy and cleanliness of an auto- 


matic refrigerator. 


Why did she respond with such enthusiasm to 
the salesman’s oratory? Because she and her hus- 
band had already made up their minds. Behind 
her, unseen by the salesman, was the shadow of 
her husband. The salesman showed how it 
worked, but the shadow closed the sale. 

Mr. and Mrs. McSnort had been reading the 
same advertisements. Now if she had been form- 
ing her ideas from one magazine, and he from 
another, they would have been more likely to 
want different machines. They would have 


argued instead of agreeing. 


One efficient way to bring a whole family to a 
common desire for and belief in your product is 
to advertise in a magazine which every member 


of the family likes to read—a Family Group 


magazine. 


Redbook is a Family Group magazine. It offers 
the universal appeal of great fiction. It is read by 
men and women—young and old—in almost 
exactly equal numbers. Every thousand copies 
are read by 1480 women and 1420 men. 

And best of all, in this year of tight buying, 
Redbook carries your message to both sexes for 
30 per cent less than it costs to reach one sex 
alone through other media. Even if it didn’t help 
your sales to have men see your advertising, it 
would cost less to reach women alone in Redbook. 

Is the shadow of a man blocking your sales? 
Better have a word with him, as well as with his 
wife. For if you sell the family, you sell all. 

Redbook Magazine, 230 Park Avenue, New 


York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 


THE SALESMAN 


IT WORKED 
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AGGRESSIVENESS 
TO MARK SAFETY 
GLASS CAMPAIGN 


Libby-Owens-Ford Extends 
Advertising Effort 


Toledo, Ohio, Oct. 13.—On the ba- 
sis of results showing that more 
than one-half of all new automobiles 
delivered this year were equipped 
with shatter-proof glass, and that ap- 
proximately 75 per cent will provide 
that feature next year, Libby-Owens- 
Ford Glass Company is launching a 
renewed and more extensive campaign 
directed, as before, over the shoulder 
of the consumer, through the dealer, 
to the manufacturer of automobiles. 
The effort will be to attain the ulti- 
mate of safety-glass as standard 
equipment in every automobile sold. 

The new drive, under direction of 
Grace & Holliday, Detroit, is expect- 
ed to incorporate an even larger 
schedule of magazines, trade papers, 
radio, direct-mail and sound motion 
pictures than that used in boosting 
the product to next year’s assured 
high figure. 

Promotion of safety-glass has been 
a delicate problem. Demand for the 
product had to be created within 
consumer ranks without antagoniz- 
ing the automobile manufacturer or 
making him feel that he was being 
coerced into providing the product; 
and the public had to be sold on the 
benefits of shatter-proof windshields 
and windows without imbuing a 
fear of auto travel. 


Copy to Be More Aggressive 


Copy heretofore has_ refrained 
from depicting accidents in which 
riders were cut by flying glass. Rid- 
ers were shown smiling and safe be- 
hind windshields that remained un- 
shattered when struck with sledge- 
hammers. Now, however, with as- 
surance that the number of new cars 
with safety-glass next year will far 
outnumber those without it, neces- 
sity for avoidance of “scare” copy 
has been greatly reduced, and ap- 
peal henceforth will be a bit bolder, 
not in art, but in copy theme. 

Collier’s for October 15, for exam- 
ple carries a full page with the 
headline, “That settles it. . — 
buying a car with Safety-Glass.” The 
reference is to a reproduction of a 
previous page in the same publica- 
tion, showing “Lefty” Gomez, Yan- 
kee southpaw, pitching a baseball 
straight at a shatter-proof wind- 
shield, and the ball bouncing back. 

The new aggressive tone will 
manifest itself in the following ac- 
companying explanation spoken by 
the man holding and pointing to the 
earlier advertisement: 

“That page appeals to me. 

“IT carry insurance, of course, but 
I’d rather avoid ugly cuts than have 
someone pay my doctor’s bills. I 
don’t mind seeing my wife primp a 
bit just to emphasize her charm, but 
watching while she tried -hopelessly 
to cover up humiliating scars would 
mighty riear break my heart. And 
I think it’s downright foolish to take 
all the precautions we do about our 
youngsters’ health and happiness and 
then expose them to the menacing 
danger of broken, flying glass. That’s 
why there’ll be Safety Glass in my 
new car. It’s far too important to 
neglect, especially when I can have 
it free of charge in so many cars 
and for so little extra in many oth- 
ers.” 

Cars “safe to buy because they are 
safe to drive” will be listed. 


Influences Legislation 


One important effect of the cam- 
paign thus far has been to influence 
legislation in the direction of mak- 
ing safety-glass mandatory by stat- 
ute. Michigan, which now requires 
vehicles for hire to provide shatter- 
proof glass, next year will demand 


such equipment of all new automo- 


SAFETY GLASS COPY REPEATS ITSELF 
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LIBBEY- OWENS:-FoRD 
Kg SAFETY GLASS 


An innovation in national magazine copy is being tried by Libby- 
Owens-Ford Glass Co., with this advertisement for the Oct. 15 issue 


of "Collier's." 


A previous advertisement forms the basis for the 


copy appeal. 


biles. Massachusetts, New York 
City, Minneapolis require it for cer- 
tain types of vehicles, many cities 
and states for school buses. 

Although not the sole producer in 
the field, the Libbey-Owens-Ford 
campaign will emphasize the product 
as a type, rather than the maker. 

The aim will be to continue the 
effect obtained by Floyd Gibbons on 
the radio. The bulk of his mail 
showed the public to be conscious of 
the “headline hunter” as a “safety 
crusader,” rather than as the mouth- 
piece of an advertiser. 


Philadelphia Women 
Honor Blanche Clair 


Blanche E. Clair, chairman of the 
Introductory Course in Advertising 
sponsored for the past five years by 
Philadelphia Club of Advertising 
Women, was guest of honor at a 
dinner given by 200 members of the 
club Oct. 7. A New England jade 
ring was presented to Miss Clair by 
Mrs. Pauline B. Peters, president of 
the club. 

Speakers included Helen M. 
Rockey, vice-president, Advertising 
Federation of America; Mrs. Minna 
Hall Carrothers, and Emily Connor, 
New York League of Advertising 
Women. Miss Clair is a past presi- 
dent of the Philadelphia organiza- 
tion. 


C.C. A. Adds to Its 


Board of Directors 


Contingent upon authorization by 
the state to increase its board of 
directors from 12 to 18, Controlled 
Circulation Audit, Inc., has voted to 
add the following to the board: 

Advertisers, Ken R. Dyke. Johns- 
Manville Corp., and William A. Wolff, 
Western Electric Co.; agencies, 
Walter Buchen, Buchen Company, 
Chicago, and W. J. Staab, Fuller & 
Smith & Ross, Inc., Cleveland; pub- 
lishers, Joseph M. Graffis, Golfdom. 
Chicago, and M. B. Massol, Oral Hy- 
giene, Pittsburgh. 


Mooney Joins Agency 


Robert Johnstone Mooney, form- 
erly vice-president of Collins-Kirk, 
Inc., Chicago, has joined Kirtland- 
Ixngel Company, Chicago, in a sim- 
ilar capacity. He was at one time 
associate publisher of Chicago Inter 
Ocean, and prior to that on the edi- 
torial staff of New York Tribune. 


Names Oklahoma Dailies 


The Leader, Frederick, Okla., has 
appointed Oklahoma Dailies to rep- 


resent it in the national field. 


Alice Davis >» 
Named Head of 
St. Louis Club 


St. Louis, Mo., Oct. 13.—Alice 
Davis, promotion department, Mer- 
cantile Commerce Bank & Trust 
Company, was elected president of 
Women’s Advertising Club of St. 
Louis at the annual meeting Mon- 
day, following a dinner at Forest 
Park Hotel. She succeeds Elna En- 
gelhardt, Better Business Bureau, 
who becomes an honorary member 
of the board of directors. 

Other officers elected are: Vice- 
president, Josephine Durham, Stix, 
Baer & Fuller Dry Goods Co.; secre- 
tary, Mrs. Daisy D. Worthen, vice- 
president, Rex Letter Service Co.; 
treasurer, Mary T. Bruns, secretary, 
Business Men’s Association of South 
St. Louis. 

Committee chairmen are: Pro- 
gram, Opal Sweazea, Mississippi 
Valley Trust Co.; membership, Helen 
IX. Martin, Missouri Pacific Lines; 
publicity, Bea Adams, Ideal Stencil 
Machine Co.; educational, Miss H. 
E. Fox, Heil Corp.; employment, 
Gladys Metcalfe, Mississippi Valley 
Trust Co.; attendance, Myrtle Lowe, 
Johnson, Inc.; entertainment, Mrs. 
Bessye W. Willson; Better Business 
Bureau, Mrs. Ruth Crane Davis, St. 
Louis Mart, Inc. 


Offer Display Doilies 

W. H. Watt, former advertising 
manager, and Chester Meredith of 
Aatell & Jones, Inec., Philadelphia, 
have organized Lith-Art Doily Com- 
pany at 28 N. Sixth St., Philadelphia. 
They are specializing in doilies for 
vdvertising and window. display serv- 
ices. 


Cocomalt Sponsors 
“Flying Family” 

R. B. Davis Company, Cocomalt, is 
using George Hutchinson and his 
“flying family” on an NBC-WEAF 
network three nights a week. 

The entire family is on the air, the 
program consisting of a relation of 
their flying experiences. 


Joins Typographer 
Ken Hodges, former free-lance ar- 
tist, has joined Metcalf-Little, Inc., 
San Francisco commercial art and 
typography service. 


—_—— 


OCTOBER ADVERTISING IN MAGAZINES 


Standard 1931 1932 
Atlantic Monthly..... 11,642 7,546 
Current History...... 2,565 3,098 
Golden Book......... 5,272 2,219 
Harper’s Magazine.... 15,753 9,280 

Potal Grows... sees 35,232 22,243 
Wlat 
BURR oc kccisccsove 29,819 17,440 
American Boy........ 10,738 8,397 
American Girl........ 5,321 2,932 
Pe ceitnaet p66 o'00b dd 3,888 3,888 
Boys’ Life... .cscesses 15,659 11,603 
CRIS BAGO... ccccecess 8,128 4,623 
Cosmopolitan ........ 29,960 20,613 
ee 2 ee eo 6,106 3,497 
Bveryeirl’s ...ccccces 3,854 2,191 
POPUM cccccsccccscces 9,589 5,516 
BUORMO coscvcceceevece 7,297 4,965 
Dee ciesaveedanwee eer 15,030 4,971 
Motion Picture....... 13,815 13,127 
Open Road,.....-.ee0% 7,095 8,506 
Photoplay .....cececee 19,313 15,154 
Physical Culture...... 16,495 10,987 
Redbook ....cessccees 14,580 11,739 
Review of Reviews & 

World’s Work...... 12,269 10,311 
St. Nicholas.........-. 3,633 1,256 
Scribner's ....-ccccces 6,248 7,373 

Total Group.......-. 248,837 169,089 
Women’s 
Delineator ......-e++6- 37,336 25,511 
Farmer's Wife.......- 14,204 9,699 
Gentlewoman ......+. 6,086 4,647 
Good Housekeeping... 61,783 46,935 


Harper’s Bazaar...... 75,642 54,740 
Bolane’s cccccccccese 17,937 9,640 
Household Magazine... 15,083 11,440 
Ladies’ Home Journal 81,302 46,085 
os eer er rer re 54,403 40,747 
Mother’s-Home Life & 

Household Guest.... 4,668 3,879 
Ne, ae 5,809 4,386 
Parents’ Magazine.... 16,907 13,323 
Pictorial Review...... 36,876 18,248 
True Story.........0- 31,718 22,296 
Vogue (Semi-Monthly) 98,229 65,482 
Woman's Home Com- 

BARIOM recccoeseoess 56,256 46,935 
Woman's World....... 13,684 7,920 

a _ 

Fatal GrowP.. sex 627,923 431,843 

September Advertising 

Weeklies & 

*Semi-Monthlies 1931 1932 
American Weekly..... 69,008 54,006 
Business Week....... 35,953 15,836 
CGORSIOSD ccccceccncase. 80,218 45,038 
SHOTROS cccconecceveses 17,051 7,425 
TADOPEY ceccoccccccces 22,058 16,591 
Literary Digest....... 30,692 25,970 
New Yorker.........- 81,945 53,939 
Saturday Evening 

DUE ekKstceeeerneces 210,598 112,124 
Se v56eaesceanennes 66,594 41,472 
*Town & Country.... 45,616 19,890 

Total Group........ 659,733 392,291 


—The Advertising Record Company 


Chicago Center 
Of Advertising 
As A.B.C. Host 


(Continued from Page 1) 


in publisher’s statements will also 
be discussed. Another question is 
whether A. B. C. forms contain in- 
formation that is not of great sig- 
nificance or is not used enough to 
justify its inclusion. 

Directors will be elected to succeed 
the following, whose terms have ex- 
pired: 

Advertisers: Ralph Starr Butler, 
General Foods Corp., New York; 
Cc. F. Goldthwaite, Canadian National 
Railways, Montreal; William A. 
Hart, E. I. du Pont de Nemours & 
Co., Wilmington; W. H. James, Hud- 


son Motor Car Co., Detroit; L. B. 
Jones, Eastman Kodak Co., Ro- 
chester; Arthur H. Ogle, Bauer & 


Black, Chicago; Ralph F. Rogan, 
Procter & Gamble Co., Cincinnati. 
Agencies: J. A. Dickson, Mitchell, 
Faust, Dickson & Wieland, Chicago. 
Business papers: Mason Britton, 
McGraw-Hill Publishing Co., New 
York. 
Farm papers: Marco Morrow, Cap- 
per Farm Press, Topeka, Kan. 
Magazines: F. W. Stone, The Par- 
ents’ Magazine, New York. 
Newspapers: David B. Plum, Troy 
(N. Y.) Record and H. A. Sprague, 
St. Joseph (Mo.) News-Press. 


Byrd to Address Club 


Admiral Richard E. Byrd will be 
guest of honor of Milwaukee Adver- 
tising Club Oct. 17. As _ national 
chairman of the National Economy 
League, he will speak on the need 
for decreased expenditure in govern- 
ment. 


Feinstein to Swenson 


John Feinstein, secretary and as- 
sistant treasurer, Nelson, Chesman & 
Company, has joined Hilmer V. 
Swenson Company, Chicago. He will 
have charge of the company’s new 
St. Louis office in the Publicity Bldg. 


Printers Protest Use of 
Radio by Politicians 


Typographical Union No. 195, 
Paterson, N. J., has served notice on 
both political parties that members 
of the printing trades will look with 
disfavor upon candidates and parties 
who use radio for campaign pur- 
poses, in preference to printed adver- 
tising. 


Has Five-Day Week 


Stanley E. Gunnison, Inc., New 
York agency, will inaugurate a five- 
day week Oct. 15. No change in staff 
remuneration will be made. Work 
will be staggered so that the office 
will be open six days. 


Offers Radio Tie-up 


Pittsburgh Press, Scripps - Howard 
publication, is selling spot advertis- 
ing in its radio columns to program 
sponsors. Copy must be confined to 
the radio program, and no illustra- 
tions may be used. 


Munn to New Agency 


Arthur Munn, formerly art diree- 
tor of N. W. Ayer & Son and for 
six years a partner and art director 
of Young & Rubicam, has joined 
Fletcher & Ellis, Inc., newly organ- 
ized New York agency, as art direc- 
tor. 


KQV Aids Schools 


Station KQV, Pittsburgh, is co- 
operating with local schools’ by 
broadcasting a regular course of 
lessons for which pupils assemble 
in their school auditoriums. 

The first subject to be broadcast is 
music. 


Indera Names Houck 


Advertising of Indera Mills Com- 
pany, Winston-Salem, N. C., swim 
suits and underwear, has been placed 
with Houck & Company, Roanoke, 
Va. Magazines, farm papers, busi- 
ness papers and direct mail will be 
used. 


MOVIES 


make sales 


Motion Pictures are part 
of the Promotional Plan 


business there is 

action, interest, romance 
—good selling points that 
movies can vitalize and turn 
into sales. Pictures put life 
and reality into your story— 
they bring out compelling facts. 
With sound, your movie offers 
a complete, planned selling talk 
which compels attention and 
convinces. 


N_ every 


Such a presentation will take 
your story to consumer, to 
salesman, to dealer, with as- 
surance that it will receive in- 
terested consideration. 


Pathescope experts plan and 
create successful business-get- 
ting films. Get the facts. 
Write or telephone for our free 
booklet, “Making Sales with 
Motion Pictures.” 


The Pathescope Company of America 
33 West 42nd Street, New York City 


Telephone: LOngacre 5-3185 


Still Films 


mm io 


fol-ma=4 


oe ae eee rt 2 vd h Sent ab - See tons os oN ep Pe oe Aa ; + Fae eee y. rat 4 ae es. ey, eh 4 2 ie he vo Re ' : i, hie See al 
en ig Su * hoe © ae 4 “ z a Rare st "7 a a \ rea Fae ed ae % eet Biase 4 ; 5 Sta ated Pte pcos ‘ Bree. bale 
= shee | ee Pe 
‘3 2 pa a —_ - - EE 
-—— De i —————EEEE — | 
ee Sarety GLASS” , 
z cade 7 oy ES : | 
| ee Ba Be . : a Maier. its re | bi 
. a & — 
; 2 “,“ Sp 
rates —_ a 
ooh »~ | a > q 
os eat ; ae WAT LBwey. ~ iP 
Tee ee ts | 3 = rag IWENS Fone SAFETY Gi, R Z VE ( 
yee Sat ; — a * - ——~~-wa 8 Wik PROT EEy 
eae Saree < ~ ae ae) es ee, ' YOu the 
Ag are ee aes SS i * -_ 
gee a rt Pi 4 : <i ae = we 
TY oe » (Ss “a a! , . 4 
ener s x . eels ma iw ee ey . cal 
Creede a Zz a “f id ‘ — cid 
Spe eae — an} aa 
LSS pabe <a Fie re " if ; : des 
ots ia Bs sles hi 7 : : Co 
a ~e Sue r ] 
"aie i Amare 7 Vee, hax “ “7 d 
e ve f me ne i a ta Ag Z > . ’ 
ae roe — ll ees ' li z on 
ne Saas ae bse me Prot Se % . 
2, aah — Se TS tae, a - # 
see r a LSS RR ee S an 
aes, tan bes: a one be tee ee eran et Se ay oo ee ~ Sa 
Bh | — SSS Sl CE ie sal 
a gmp SESS SSESS c.-.. | a | ts 
Vd = Se: ¥ noi oe Eh my peel he ree » Sie 
Speeane eee toga allel WARNING = — SSS ; ‘ Se ) 
Be *, ee ae eel ee ee, Pepon dy yt triad! aaa i. — - = — — = tit 
nea oney Sa SiSskaie ees | ee ee seep ‘ 
‘ir Se ee eet ee | ee hs wees aa du 
“f SSeS Se | Seen me mma ae 
Cs = Lipary. wrens = Th 
Wee that SAPETY GG, >, FORD po 
ia aes page appeals TW me.. "a SAPETY Grass wa 
eee a 
rete —— 
CS See ; i Yee <0 acs cate co thy Goma Gas. ap aa 
ae. Meer al Notice nT Simic gee, Cand, Ses ahem, Rao tie 
oe see 4 i - doe eh Chey all eee PF Reteny Chee, Ret pew meet 
ie tay as <ait wort pam bmg © mew ne tetare jeeehting ete i 
cate ON ES sir 
Teegen a steed ec thee nt of euch hem Fapherememt deatore. Comat the “Dtree tn Mere 
ny i te” aecstom of peur tonal telnghane Smarter tur the &-@ § Ghenw uence ven. — of 
Sc Cs eS — pa 
| 7) 2 
_ di 
du 
— ——— th 
ee : 
co 
atin a pr 
Fee Been nin ab 
o Nis : a i T 
ae 2 sg 
ae ee oF 
ia of 
« } | 
tic 
2 1 aida SSS SS SS ch 
7 AOS AACA EN EIS LOTS ALOE TINIE: AAS = Rt f th 
; re 
tir 
ec 
th 
ial wa 
ee te 
Moon ae fr 
pee es sc 
ees W 
Bees &0 
Be es i 
paises i 
ey a 
7s re 
ae ba | 
oe ma tis 
Cc 
stipe mia ba 
pst ng 
ee th 
m, th 
2 ; p 
Poa os | ; 
isa | er 
ee | po bs: 
aio a “4 
ia a . re 
peo ae 2 al 
Po ) 
a Ye 
Pi 
o 
Ni 
| raisin mu Po ‘ 
| 
| Pe eC N 
| | 
bd SUPE. 
Oy 4, 
Vv ~~ \ RY 
ES | RS h 
| | 2 - Oy Ai IN Je 
- 7H ESO ~ OG 1 bi 
)) mH) i, ac 
} SS 
| iy 
| — 
eS | | _ I 
sees © Scat cil eg Rs Sige eects OM okt tt eee eres eRe aes. ieee gy). 0 meee 8 0 ene? er SAL 7s eee ae a Be IU. eS ate ete en | pM a5 op eS a 
ie: cpr Et Rae nS Re et eee ee Age (4 Nata Ss ee ie Ss aot earn eS a i eng ae ee Ba 
Fe ie Mn re ee BU con ee aes re ein ph eee Peep, eke ee BS Oe Bete cigs gh ing ries yee ¢ Ri) FiasRah biel i SNe ee Bee ie greg ik, 21 Ae cee a oe ei 
ee ie is dice ey SO ORT BE ae sa ari Rees a 2 Lobe ok te ee eee Bei Seen ae ee eh cae 
Sain et bic eer come Wee. Chak ge Poe... Se ee ey Tae ca NER ge i ee  . mN  CCae en. ts om rms hae Me a a hes Mama See 2S i ~ al a SP ai: ON) 
ps A ae eee ai ee ee ee = sec aay SP ae ae Re DOR ee hae  . Sar eS eee Pe oo i a Rees Be Sle fc Tae ee, a 
ye SF ese dhe 34 spiel ca cae hy << pa anaes ar eo dee eee ees Ca SAY eG | 2 A es ee Oe Ree ee, ore ae, ea! Ue ety a ee Bay oe et a he ORI Be eee 
eee ee - CEM TREO cs fhe ao nen Rok A ee enh hi Sel wile aba ea ee See S £43 ate Ne 14 ele ag 2 Ss Ort: SN eee agen ip eee ara seme Pes) Lege oer Gee as ec i oc OM MM eons fee te tad 
Seeariniee Ubre Cort oer weak, | Ne ep SPM iy SC, ee am Mme Vier arpa Acie Nhe ReMme ee eee a amma i ea | “amine ne peas a. ae eae ER a > hey Ai gins 
erg shake ee th i po eee erm hPa SEO, Se she ee aia Sen eee oe Gera PERT RL A MMS Per dR to eae eh te vet ts a ah ee eee 2 nae at Pate UMM cae Se oo nm one CN MMT RE Malek OL re RG ie ta ae OOS a at 


October 15, 1932 


ADVERTISING AGE 


15 


LEVER SAMPLES 
WHILE COLGATE 
FEATURES DEAL 


Soap Giants Clash in Pursuit 
Of Public Favor 


Chicago, Oct. 14——Two giants of 
the soap field splintered lances this 
week when an extensive sampling 
campaign of Lever Brothers coin- 
cided with a Palmolive-Crystal White 
deal featured through groceries by 
Colgate-Palmolive-Peet Co. 

Lever Brothers did no preliminary 
advertising to apprise the public of 
the impending free samples of Lux 
and Rinso. It struck a new note in 
sampling by using girls, who dis- 
tributed both goods and coupons en- 
titling the holder to other of its pro- 
ducts at groceries without charge. 
The retailer may redeem the cou- 
pons for the regular retail price, he 
was told. 

The Palmolive-Crystal White deal 
tied in closely with the “As You De- 
sire Me” campaign, regarded as one 
of the most effective in the com- 
pany’s history. Three of the illus- 
trations which dominated recent in- 
dividual advertisements were _ re- 
duced in size to form a border for 
the newspaper copy heralding the 
deal. 

Even more noteworthy was the 
company’s studied failure to give the 
price at which its bargain was avail- 
able. The copy called attention to 
“This week’s 5 Star Special at all 
grocers—3 cakes of Palmolive at rec- 
ord low price and 2 giant size bars 
of Crystal White free.” 


Prices Not Set 


This handling of the price ques- 
tion gave grocers, particularly 
chains, enough latitude to arouse 
their enthusiasm over the deal. It 
recognizes the grocer’s own competi- 
tive problems, according to one ex- 
ecutive, and induces him to feature 
the combination on his own terms. 

Colgate-Palmolive-Peet introduced 
another innovation designed to pro- 
tect it against any retailers suffering 
from temporary paralysis of the con- 
science. Over the regular Crystal 
White wrappers it imprinted the 
phrase, “Free sample—not to be 
sold.” 

In the past, a few retailers not 
caring to participate in deals of this 
nature have sold merchandise at the 
regular price, it is alleged, making 
a handsome profit because the goods 
represented no investment. The new 
plan is intended to safeguard adver- 
tiser and public. 

The “As You Desire Me” copy of 
Colgate-Palmolive-Peet is frankly 
based on the motion picture of that 
name featuring Greta Garbo. The il- 
lustrations are strongly suggestive of 
the movie star. The psychology of 
the campaign is based on Garbo’s 
recognized beauty, said to be more 
envied by women than that of any 
other actress. The copy allows the 
reader to infer that some of this 
allure, at least, may be attributed 
to Garbo’s use of Palmolive. 


Thompson Joins Staff 
of “Nation’s Business” 


_&. V. Thompson, formerly New 
York branch manager for Curtis 
Publishing Company, has been ap- 
pointed director of advertising of 
Nation’s Business, Washington, suc- 
ceeding the late Guy Scrivner. 


_He will make his headquarters in 
New York. 


Start New Daily 


Hollis Daily News, afternoon paper, 
has been started at Hollis, Okla. 
Jack Oldham is editor; Chas. D. Dial, 
business manager, and J. Fred Bell, 
advertising manager. 


Advertise Candy 


Pacific coast advertising of Mar- 
tha Washington Candy Company has 
n placed with Bowman, Deute, 
mmings, Inc., San Francisco. 


Cu 


Brooke Named Head of 
Better Business Bureau 


Charles W. Brooke, president, 
Brooke, Smith & French, Inc., has 
been elected president of Detroit Bet- 
ter Business Bureau. 

Directors re-elected include H. C. 
Paterson, advertising manager, De- 
troit News; Otis G. Morse, advertis- 
ing manager, Detroit Free Press; 
J. W. Fleck, advertising director, 
Detroit Times; and Louis G. Palmer. 


Adcrafters Lose Match 


Golfers of Typothetae Franklin As- 
sociation, Detroit, stopped the three- 
year string of successive victories of 
Adcraft Club of Detroit in their an- 
nual matches by winning 25 to 8 at 
Forest Lake last week-end. The 
match was a play-off of their tie in 


July. 


FOREIGN RADIO 
MENACE IS SEEN 


Chicago, Oct. 13.—A warning that 
radio channels in the United States 
may be swamped with the programs 
of medical quacks broadcast by 
super-high powered stations just 
across the Mexican border is sounded 
in an editorial in the current issue 
of Journal of the American Medical 
Association. 

Pointing to the authorization re- 
cently given by the Mexican govern- 
ment to John R. Brinkley, alleged 
medical quack and candidate for gov- 


ernor of Kansas, to increase the 
power of his station from 75,000 to 
500,000 watts, the editorial asserts 
that any station in the United States 
operating within 50 kilocycles of that 
used by Brinkley will be affected. 

A similar high-powered station 
may soon be built by Norman Baker, 
whom the publication calls a “can- 
cer quack.” 

“If this Mexican practice is to con- 
tinue without interference,” the edi- 
torial contends, “American users of 
radio may well anticipate for the 
coming years as the dominating 
theme of the broadcasts to which 
they may listen the lamenting and 
feeble baa-baa of the castrated goat 
and the blatant charlatanism of Nor- 
man Baker.” 


The new Mexican station operates 


on a split channel so that it may con- 
ceivably interfere with stations on 
each side of it. National Associa- 
tion of Broadcasters is making stren- 
uous efforts, through the Department 
of State, to minimize the danger of 
“air hogging” by stations across the 
Mexican border. 


Oh Henry Has Contest 


Williamson Candy Company, Chi- 
cago, Oh Henry bars, is conducting a 
word-building contest over WLS, 
Chicago. A De Soto automobile re- 
wards the winner each week. 


“News” Gives Discount 
Philadelphia Daily News has an- 
nounced a reduction of five per cent 


on all display advertising, retroactive 
to Sept. 16. 


It became 


N the days before overpro- 
duction became strangely 
coupled with under-con- 
sumption, a certain farmer found 
himself with enough seed to plant 
only 50 of his 100 heavily mort- 
gaged acres of arable land. 


him to decide which acres to 


necessary then for 


only 100 bushels. Then there is 
the large intermediate field with 


ured the harvest per acre in 
each field, and he said, “If 
I sow only the big field I | 
shall reap at the most only 
7 bushels per acre, and in 
the intermediate field 13 bush- 
els per acre, and in the little 
field of rich soil 18 bushels 
per acre. Shall I not reap the 


plant, for he knew that such an 
important undertaking should 
not be haphazard. He took pen- 
cil and paper, therefore, and drew 
a map of his estates, which he 
divided into three natural divi- 
sions; and he remembered his 
past experience and marked on 
each division the number of 
bushels it could produce. 

And he said, ‘““There are 5% 
acres of rich soil in the valley. 
They are capable of producing 


22$ acres which produces about 
300 bushels. That’s better. But 
biggest of all is the field of 71% 
acres which produces 500 bush- 
els. There will I plant as far as 
my seed will go.” 


Then he bethought himself: 
“Shall I trust the wind to sow 
the richer land?”” And he took 
pencil and paper again and stud- 
ied the markings on the map 
of his three fields. He remem- 
bered his arithmetic and he fig- 


biggest harvest, therefore, if I 
sow carefully the rich field and 
then the intermediate field, and 
then as many acres of the big 
field as my seed will cover?” 

And so he ordained and the 
ground was sown. 


And when the fields were yel- 
low with bursting grain, the bank- 
er drove by and saw what the 
farmer had done. ..and decided 
not to foreclose the mortgage. 


VOLUME I 


Markets by Incomes 
Preface to the Survey 


Automatic Refrigerators 
Housing 

Electrical Appliances 
Radios 

Sporting Habits 
Groceries 


\ 


Bathroom Inventory 
Automobiles Travel 


MORE THAN 400,000 
CIRCULATION 


Your Market has its Lean and Rich Sections, too 


In every community there is a group of families 
who have more money, spend more. Obvious, 


MARKETS BY INCOMES 


Gives you the facts. Shows the Actual Buying Performance of 
Families in Different Income Groups. Send for your copy today. 


Utilities 


TIME 


The Weekly Newsmagazine 


much more of your product they buy? How 
they compare with other groups? Where you can 
of course. BUT... do you know exactly how _ get the largest return per dollar of advertising? 


Books, Silver 


| a 


4 


VOLUME II 
Markets by Incomes 
Paint, Plumbing 
Clocks, Watches 
Fountain Pens 
Sports and Hobbies 
Men’s Clothing 
Floor Covering 
Charge Accounts 
Summary of the entire Survey 


ee ne BIGGEST BEST CUSTOMER 


135 E. 42nd STREET, NEW YORK 


COVERAGE 
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October 15, 1932 


LIFE SAVERS IN 
BOLD ATTACK ON 
HALITOSIS EVIL 


New York, Oct. 13.— Life Savers 
have set themselves up as the allies 
of the mouth wash in the war on 
halitosis. 

Making capital of the difficulty in- 
volved in carrying a supply of mouth 
wash around all day, so that it will 
be available after every engagement 
with a spicy hamburger or a lusci- 
ous Limburger sandwich, “the candy 
mint with the hole” is making a 
strong bid for the “in-between” de- 
mand for breath purifiers. 

While mints and confections have 
pointed out their breath purifying 
functions in advertising copy for 
many years, the current attempt by 
Life Savers, Inc., is believed to be 
the first direct attack on the “hali- 
tosis” market, heretofore considered 
unapproachable by any outsider. 

The opening shot in the campaign 
was a full page in Collier's. built 
around one of John Held, Jr.’s, en- 
gravings. 

Depicting three large-bosomed, tiny 
waisted belles of a former day scorn- 
ing the presence of a gay Lothario 
who apparently thinks himself irre- 
sistible, the headline proclaims: 

“Behind his back ... they called 
him ‘Hal’ (and they didn’t mean 
Hallelujah! ). 

Copy continues in the same vein: 

“Nicknaming him ‘Hal’! Oh, the 
ignominy of it! Oh, the gross in- 


justice} Where did his friends get 
that stuff? 
a . 2 
Why. . . . jie detested ‘halitosts' 


3 miich as the fellow Who writes 
thoSe mouth wash ads! He NEVER 
failed to use a good mouth wash 
. morning and night. 
“But he overlooked one important 
fact. 
“Excellent as it is, the morning 


| 


INVADING THE HALITOSIS MARKET 


f 


BEHIND HIS BACK. .THEY CALLED 
HIM HAL’ (and they didnt mean Hallelujah!) 


Engraved hy JoW™ ree 18 


be re-sweetened and claritied. CRY ST-O.MINT 


HCKANAMING hate “bie Ohothe Ht wou want to keep up the good work 
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Life Savers make a bid for the halitosis market with this magazine 


advertisment which points out, 


with the aid of John Held, Jr., 


that the morning mouth wash won't keep you pure all day, but chew- 


ing an occasional Life Saver will help greatly. 


. 


; ae ; | 
mouth wash is not always an in- 


fallible all-day protector against un- 
pleasant breath. Suppose you eat 
garlic before calling on your banker 

. or Limburger before stepping 
on the dance floor. There are many 
occasions . . . between the morning 


and the evening gargle . when 
the breath needs to be re-sweetened 
and clarified. 

“If you want to keep up the good 
work your mouth wash starts in the 
morning . . . eat a few Life Savers 
during the day. How those unwel- 


come mouth odors will SCRAM.. . 
and stay scrammed! 

“Life Savers are the delicious 
allies of the mouth wash. They 
‘carry on’ when the morning mouth 
wash wears off. They keep the 
breath sweet and fragrant all the 
way round the clock.” 

Lennen & Mitchell, Inc., New York, 
is the Life Saver agency. 


Advertising Dollar 
Bigger Now, Daily Says 

“It is easier to buy a market today 
than at any time during the last ten 
years. The advertising dollar goes 
farther,” Walter J. Daily, sales pro- 
motion manager of the electric re- 
frigeration division, General Electric 
Company, asserts in an editorial in 
the current issue of Nation’s Busi- 
ness. 

His editorial is one of a series 
written for the publication by lead- 
ing advertising men. 


Aid Quality Movement 


The National Retail Dry Goods As- 
sociation is preparing a booklet deal- 
ing with methods of quality mer- 
chandising for country-wide distri- 
bution to retailers in all lines. W. 
O. Riordan, president of Stern Broth- 
ers, New York, is chairman of the 
committee in charge. 


Plan Drive for Chicks 


- Must Hatch Incubator Company, 
Petaluma, Cal., chicken hatchery, has 
placed its account with the San Fran- 
cisco office of Albert Frank-Guenther 
Law, Ine. Farm and poultry jour- 
nals and direct mail will be used. 


Anderson Is Editor 


Rudolph E. Anderson, for seven 
years editor of Adcrafter, official 
publication of Adcraft Club of De- 
troit, has been named editor of 
Michigan Investor. 


Hadcock Rejoins “Spur” 

John Hadcock has rejoined Spur. 
New York, as director of advertising. 
He has held the position during the 
greater part of the publication’s his- 
tory, 


General Mills | 


Now on Air 13 
Times a Week 


Minneapolis, Minn., Oct. 13.—With 
the addition of its new five-day radio 
feature, “Betty and Bob,” which 
made its debut on the air this week, 
General Mills is now sponsoring 13 
national broadcasts each week. 

Other programs of the organiza. 
tion are “Skippy,” broadcast daily 
except Sunday over a CBS network, 
and transcriptions; and “Betty 
Crocker,” twice weekly on the NBC 
red network and CBS Pacific coast 
network. 

All of these programs except the 
NBC broadcast of “Betty Crocker’ 
are placed through Blackett-Sample- 
Hummert, Ine., Chicago. 

The new “Betty and Bob” program, 
which went on the air over the NBC 
blue network Monday, is in behalf of 
Bisquick, and presents the trials and 
tribulations of a set of newly-weds, 

Before being placed on the net- 
work, the program was tested in five 
cities, using electrical transcriptions, 
for 14 weeks, when surveys proved 
its listener interest conclusively. 


Silver Heads Drive 


Ralph R. Silver, president, Silver 
& Douce, Inec., Birmingham, Ala, 
agency, has been named head of the 
publicity committee for the annual 
drive of Birmingham Community 
Chest. 

The offices of the agency have been 
moved from the First National Bank 
Bldg. to the Massey Bldg. 


Represents KVOO 


Free & Sleininger, Inc., Chicago, 
has been appointed to _ represent 
KVOO, Tulsa, Okla., in Chicago and 
the middle west. 


Watts on Committee 


Don Watts. Don Watts Advertising, 
Inc., Tulsa, has been named chair- 
man of the Tulsa Community Fund 
publicity committee. 


Al 


OU cannot secure the high- 
est quality engravings from a 
shop that is not equipped to 


R 


HOW WE 


This is Number One of a series of ads which will show 
how we produce the quality and service which have 
made Jahn & Ollier Engraving Company the largest 
photo-engraving plant in Chicago. 


WHY WE FILTER IT 
HOW WE MAKE IT 


ing room is practically sealed and 
this air is completely changed 
every three minutes. 


USE IT 


safeguard each vital manufactur- 
ing detail. Conditioned air is the first one. 
Dust particles and suspended matter in the 
air cannot lodge on negatives and produce 
imperfections in Jahn & Ollier plates, be- 
cause the air in our operating rooms is 
washed in oil and circulated through filters. 

This pure, clean air is also forced through 
an adequate arrangement of ventilators, so 
that each craftsman may work in a health- 
ful atmosphere. Our color process operat- 


ADVERTISING 


JAHN & OLLIER ENGRAVING CO. 


ILLUSTRATIONS —PHOTOGRAPHS 


In addition, we have special ma- 
chinery that puts the air to work. Large 
air compressors develop regulated pressure 
in air tanks, which operates our pneumatic 
routing machines, air brushes, etc. Pneu- 
matic routing eliminates vibration of the 
controls which insures more accurate and 
faster work as well as comfort for the men. 

Ourinvestmentincontrolled airhas yielded 
many dividends to our customers through 
faster deliveries and cleaner printing plates. 


FINE PRINTING PLATES FOR BLACK OR COLORS 
Telephone Monroe 7080 


817 W. Washington Blvd. 


CHICAGO 
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DEBATE STARTED 
BY NEW EDITION 
OF “WHO'S WHO" 


Only Score of Advertising 
Men Are Listed 


Chicago, Oct. 13.—In the 17th bien- 
nial edition of Who’s Who in Amer- 
ica, just published by A. N. Marquis 
Co., advertising men again demon- 
strate they are more expert at sell 
ing other people’s goods than their 
own. Only 20-odd of the 30,545 not- 
ables listed are professional adver- 
tising men, though many of those 
who won success in other fields prac- 
ticed advertising at some stage of 
their careers, it is indicated. 

The preface to Who’s Who explains 
that “the names are selected not as 
the best, but as an attempt to choose 
the best known men and women of 
the country in all lines of useful and 
reputable achievements.” 


Accordingly the pook lists hun- 
dreds of magazine, newspaper and 
trade paper publishers, writers, edi- 
tors, illustrators and others whose 
work impinges on advertising, but 
only a handful of those actually en- 
gaged in this profession. 

Bruce Barton is listed as an au- 
thor, though the appended sketch ad- 
mits that he is chairman of the 
board, Batten, Barton, Durstine & 
Osborn, New York agency. 

Mr. Barton’s less’ well-known 
younger brother, Charles W. Barton, 
is also listed. He has had a distin- 
guished career in the publishing 
field and is now owner of Northwest- 
ern Farmer and Rancher, Casper, 
Wyo., as well as of the Casper Times, 
a daily. 

Albert B. Frizzell, publisher of the 
Minneapolis Star and Farm, Stock 
& Home, is also included. Mr. Friz- 
zell is credited with being the only 
publisher who is also an advertising 
agent. According to “Who’s Who,” 
Mr. Frizzell owns the Frizzell Adver- 
tising Agency, Minneapolis. 


Agency Heads Listed 


Lord & Thomas contributes its 
usual quota to Who’s Who, the list 
being led by Albert D. Lasker, “ex- 
chairman, U. S. Shipping Board.” 
The sketch reveals that Mr. Lasker 
was born in Freiburg, Germany, of 
American parents, in 1880. 

L. Ames Brown, former president 
of Lord & Thomas, is listed as a 
writer, while Frank H. Fayant, for- 
mer vice-president, is tabbed as a 
publicist. 

Other agency presidents carried 
are Wilfred W. Fry, N. W. Ayer & 
Son; William H. Johns, Batten, Bar- 
ton, Durstine & Osborn; Stanley 
Resor, J. Walter Thompson Co., and 
Henry T. Ewald, Campbell-Ewald 
Co. 

Among other advertising men who 
appear in Who’s Who are Ray 
Brown, “illustrator” and vice-presi- 
dent, Hawley Advertising Co., New 
York; John B. Browne, chairman, ad- 
vertising committee, All-Year Club of 
Southern California, Los Angeles; 
Earnest Elmo Calkins, ex-president, 
Calkins & Holden, New York; 
Charles E. Chambers, Riverdale, N. 
Y., whose paintings have been used 
by many advertisers; Kerwin H. 
Fulton, president, Outdoor Advertis- 
ing, Inc. New York; Orlando C. 
Harn, Managing director, Audit Bu- 
Teau of Circulations, Chicago; 


Few Advertising Managers 


Robert J. Mooney, vice-president, 
Kirtland-Engel, Inec., Chicago; Fred- 
erick 0. Perkins, vice-president, J. 
Walter Thompson Co., New York; 
George H. Perry, advertising and 
Sales consultant, New York; George 

arrison Phelps, who headed his 
own Detroit agency until its recent 
Merger; Leonidas W. Ramsey, L. W. 

sey Co., Chicago agency; Francis 
J. Stuart, credited with being owner 
of the Commercial Advertising and 


Exploitation Co., St. Louis; Philip 
L. Thomson, director of public re- 
lations, Western Electric Co., New 
York, and president, A. B. C.; Per- 
cival White, marketing counselor, 
New York; Charles C. Younggreen, 
vice-president, McJunkin Advertising 
Co., Chicago; Joseph H. Appel, chair- 
man executive committee, John 
Wanamaker, New York, and long 
prominent in the Advertising Federa- 
tion of America; Homer J. Buckley, 
«" ‘rman of the board, Buckley, De- 
ment & Co., Chicago. 

Though this list may seem short, 
many notables are listed who 
reached their pinnacles through ca- 
reers in advertising. Such is Sam- 
uel C. Dobbs, who began his career 
as a laborer, became president of 
Coca-Cola Co., Atlanta, and served 


as president of the Associated Adver- 
tising Clubs of the World in 1909-10. 

Another shining example is 
Charles S. Pearce, president, Colgate- 
Palmolive-Peet Co., Chicago. Mr. 
Pearce joined the B. J. Johnson Soap 
Co., Milwaukee, in 1903, and became 
advertising and sales manager in 
1907. He became successively vice- 
president and president of its suc- 
cessor, Palmolive-Peet Co. and 
finally, in 1924, headed the big cor- 
poration which resulted from an- 
other merger. 

This brief sketch may explain the 
company’s recent announcement that 
it deems consistent advertising of 
more importance to its stockholders 
than mere dividends. 

Another chief of organized adver- 
tising listed is George W. Coleman, 


president of the Associated Adver- 
tising Clubs of the World from 1911 
to 1913. He is president of Babson 
Institute, Wellesley Hills, Mass. 

Paul T. Cherington, president, 
American Marketing Society, New 
York, is listed. So are many in Mr. 
Cherington’s old field of teaching the 
young bud how to advertise. 

Several public relations counselors 
are considered worthy of attention 
by Who’s Who. Among them is the 
noted Edward L. Bernays, of New 
York. Mr. Bernays was born in 
Vienna. 

Edward Ross Bartley, director of 
promotion for A Century of Progress, 
is described as a newspaper man. 
Merlin H. Aylesworth, president of 
National Broadcasting Company, gets 
a place in the sun, as does William 


S. Paley, head of Columbia Broad- 
casting System. 

Practically every publisher of a 
metropolitan daily paper is sketched. 
Many magazine publishers and edi- 
tors appear, and the trade paper 
field is well represented. 


Blake Joins Triple A 


A. T. Blake, formerly with Barron 
G. Collier, Inc., and Western Adver- 
tising Company, St. Louis, has been 
named western sales representative 
for Triple A Advertising Carriers, 
Inc., with headquarters in Kansas 
City, Mo. 


Tripp Has Studio 


A. E. Tripp has opened advertis- 
ing art studios in Northwestern Serv- 
ice Bldg., Detroit. 


ANNOUNCING 
the purchase of 


WOMAN’S WORLD 


by 
LEE ELLMAKER 


In taking over the Woman’s World 


Magazine, I feel I have acquired a prop- 


erty second to none in the small town field 


and that I have accomplished one more 


step in building here a balanced publishing 


organization. 


Woman’s World is to be continued as 


a separate unit, 


appealing to the same type 


and class of reader it has reached since the 


day it was purchased by the Manning 


family many years ago. 


I sincerely feel, however, that while 
there is little to be done to further solidify 
its acceptance in the minds of its readers, 
much can be done to make it a more vital 
and better property from the standpoint 
of its advertisers. 


The same unfettered policies made pos- 
sible by individual ownership — which 
have been so successful in the last nine 
months with Pictorial Review — will be 
applied to Woman’s World in the manner 


of management. 


I have been asked by several people why 
the Manning brothers wished to sell. 
Frankly, I do not know, but I will say I 
have wished to acquire such a property for 
many moons, just because I believe it 
holds the outstanding position in the small 
town and country field that Pictorial 
Review holds in the great middle urban 
market, and these two fields, separately 
reached by magazines built for the indi- 
vidual requirements of both, are the back- 
bone of our nation and consequently the 


backbone of business. 


Publisher. 
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ADVERTISING AGE 


October 15, 1932 


HARDER HITTING 
COPY IS URGED 


Chicago, Oct. 11-—G. E. Stedman, 
of the Cramer-Krasselt Company, 
Milwaukee agency, who addressed 
the Engineering Advertisers’ Asso- 
ciation last night on the general sub- 
ject of product redesign, asserted 
that it may be necessary to redesign 
management and methods, as well 
as products. 

“Manufacturers must realize,” he 
said, “that they are in the business 
of making customers rather than 
merely products.” 

Redesign should develop points of 
vital difference from competition, he 
said, and may create greater value 
impressions, thus making it unneces- 
sary in all cases to reduce prices. 

“Radio manufacturers,” he said, 
“are featuring midgets this year, and 
their average offering sells at $31 
retail, though consumer surveys re- 
veal that only 20 per cent of the peo- 
ple want midgets and that the ma- 
jority of prospective buyers expect 
to pay nearly $100.” 

In discussing advertising as it re- 
lates to the development of new 
policies, Mr. Stedman said that it 


must be less general or educational, 
and less institutional, and more di- 
rect and hard-hitting in its sales ap- 
peal. Smaller space, used in this 
way, wiil accomplish the result here- 
tofore expected of large units. 

The “regimentation” of sales ma- 
terial, through its organization and 
presentation to the entire distribu- 
tive organization, he insisted, will in- 
sure a big increase in the effective- 
ness of the sales story. At present, 
he said, only about 5 per cent of the 
story gets to the consumer as a re- 
sult of losses in transmission. 


Urges Winter Campaigns 

Initiation of conservative advertis- 
ing and sales campaigns immediately 
in anticipation of Christmas and 
winter retail trade was urged by 
James W. Beckman, editor, Ameri- 
can Business, at a Detroit chapter 
meeting of National Association of 
American Business Clubs last week. 


Miss Walsh in New Post 


Angela D. Walsh has resigned 
from The Parents’ Magazine to join 
R. M. Travis Corporation, New York. 
publishers of “Her Book.” 


Representatives to Meet 


Chicago Newspapers Representa- 
tives will gather at Medinah Athletic 
Club Oct. 17 for their regular 
monthly meeting. 


Alabama Dailies Hail 
Return of Beer 


Birmingham, Ala., Oct. 13.— 
Repeal of a state law prohibit- 
ing the sale of anything that 
“looks like, smelis like, or 
tastes like” beer, has resulted 
in a flood of orders for news- 
paper space by near-beer brew- 
ers. 

“Birmingham News” had six 
pages of near-beer advertising 
scheduled within 24 hours after 
repeal of the law. 


Start “Road Homes” 


Road Homes, a monthly for owners 
of cabins and tourist homes, will 
make its appearance in November. 
it will be published from University 
Bldg., Syracuse, N. Y., by National 
Tourists Publications. G. F. Barthe 
is editor. 


Reduce Rates 10% 


Civil Engineering, New York, has 
reduced advertising rates ten per 
cent, effective during 1933. 


Berkeley to Have Daily 


The Berkeley Tab, Berkeley, Calif., 
tabloid weekly, will soon be issued 
as a daily. 


An Appraisal of Radio 


An Appraisal of BROADCASTING 


“BROADCASTING is covering an im- 
portant field and I find the magazine both 
interesting and informative. 
of real value to all advertising agencies 
and to anyone who is engaged in radio.” 

Arthur Bergh 
Young & Rubicam, Inc. 


on radio advertising.” 


N. W. Ayer & Son. 


of your magazine. 


needs. 


‘Radio has almost ceased to be an 
advertising sensation. 
down to being an advertising success.”’ 


Fortune, September, 1932. 


“I think you fellows are doing wonder- 
ful work in getting up a real trade paper 


Douglas Coulter, Vice President 


“It seems to me that there is no better 
way to keep abreast of a broadcasting sit- 
uation than to follow the valued contents 
In a word, I find no 
other periodical that could be satisfac- 
torily substituted for BROADCASTING.” 


Charles Gannon, Director of Radio 
Erwin, Wasey & Company. 


NATIONAL PRESS 


THE NEWS 


It has settled 


BROADCASTING keeps its readers abreast of the new develop- 
ments in radio broadcasting—new accounts on the air—experience 
stories of radio advertising—new program trends—program notes—the 
activities of advertising agencies, networks and transcription com- 
panies—the rulings and regulations of the Federal Radio Commission. 


BROADCASTING is issued twice monthly 


One Year $3.00; two years $5.00 


“Permit me to send you a brief mes- 
sage of congratulations. 
ing out splendidly.” 


M. H. Aylesworth, President 
National Broadcasting Co., Inc. 


Shall We Count You In? 


If you are in radio or contemplating the use of radio, 
you will find that BROADCASTING is edited for your 


BUILDING, WASHINGTON, D, C, 
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MEDICAL GROUP 
IS STILL WARY 
OF ADVERTISING 


Chicago, Oct. 13.—Dr. Morris Fish- 
bein, editor, Journal of the Ameri- 
can Medical Association, told the 
Chicago Advertising Council today 
that the A. M. A. has not withdrawn 
its opposition to the advertising of 
medical service, even though a num- 
ber of local medical societies have 
approved plans for campaigns. 

“The newspapers give space to the 
publication of educational informa- 
tion about contract bridge, tennis, 
baseball and other subjects,” he 
said. “Why shouldn’t they use their 
columns for the presentation of in- 
formation about health? 

“If it could be shown that adver- 
tising of this kind would benefit 
either the public or the profession, 
we should undoubtedly modify our 
position. But appeals based on either 
price or fear, which tend to get into 
advertising copy about medical serv- 
ice, do not, we believe, benefit either 
class.” 

The A. M. A., Dr. Fishbein made it 
clear, opposes both co-operative ad- 
vertising by societies and the adver- 
tising of groups or clinics, believing 
the latter represents unfair competi- 
tion to the individual practitioner. 
On the other hand, he said after the 
meeting, the national association is 
doing nothing to prevent the adver- 
tising of the local societies which 
want to try it, and will be interested 
in noting the results of their efforts. 


Discusses “Health” Copy 


Dr. Fishbein devoted most of his 
talk to a discussion of the health 
claims of food manufacturers and 
others whose advertising involves 
the discussion of subjects involving 
scientific study. He said that adver- 
tising has been greatly improved in 
the past few years, but that much 
remains to be done to eliminate un- 
truthfulness and exaggeration. With 
reference to “toasted cigarettes,” en- 
dorsed by 17,000 physicians as aiding 
the throat, the speaker said that it 
would be possible to find 17,000 who 
would endorse anything if they re- 
ceived a free carton of the product. 

He warned advertisers that reac- 
tions go from one extreme to the 
other, and that while it is possible 
at present to make the public be- 
lieve anything, for a time, provided 
statements are made often enough 
and in sufficiently authoritative style, 
the danger is that later they may 
believe nothing. 

“Every new scientific discovery,” 
he said, in discussing the vogue of 
advertising featuring vitamins, “is 
accompanied by a great many false 
claims and much false advertising, 
which are shown to be such as scien- 
tific knowledge increases.” 

He poked fun at advertisers who 
base their claims on being able to 
promote sleep through certain kinds 
of hot drinks or certain types of 
mattresses, as well as  tooth-brush 
manufacturers who feature’ the 
shapes of their brushes. 


Sugar Consumption Down 


“The sugar people and other food 
manufacturers,” he said, “are handi- 
capped by the fact that Americans 
have cut down their intake of food 
one-third in the past twenty years, 
because their pursuits require less 
energy to be expended. There has 
been a decline in the annual sugar 
consumption of 10 pounds per capita 
since 1923—a loss of a billion pounds 
in annual consumption which can- 
not be restored through advertising.” 

Dr. Fishbein suggested that it 
would be possible, however, to change 
the point of view of the public on 
some things. 

“If Americans could be persuaded 
to love fat women,” he suggested, 
“the consumption of food would im- 
mediately be enormously increased.” 

He described the work of the 
Committee on Foods of the A. M. A., 
which has passed on the products 
and advertising claims of 1,100 man- 
ufacturers. This service, he said, is 


a 


rendered without charge, as part of 
the work of the association, and with 
similar activities costs over $100,009 
a year. 

He said that the association hag 
been asked to enter the cosmetics 
field, but that it has been decideg 
that these products represent ap 
esthetic rather than a health hazard, 

The talk was broadcast over sta. 
tion WIBO. 


Black Cat Appoints 


Advertising of Black Cat rat poi. 
son has been placed with Rogers ¢ 
Smith, Chicago. 


Clessified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini. 
mum, $2. 


WILL BUY SPECIAL AGENCY 

Experienced advertising salesman 
in New York will purchase interest 
whole or part. Newspaper agency 
preferred. Box 152, ADVERTISING AGzE, 
Graybar Bldg., New York City. 


COPY WRITER—322, with 10 years’ 
agency experience. Proved record 
for getting results through direct- 
mail, trade papers and general con- 
sumer media. Wants part or full 
time work, any fair basis remunera- 
tion. University graduate. Best ref- 
erences. Box 153, ADVERTISING AGE, 
Chicago. 


GET THESE FACTS 


On Direct-to-the-Home 
Sampling & Distribution 


} Paid us explain how na- | 
tional advertisers use 
the services of “Big 4” in 
conducting advertising and 
sampling campaigns. 
You'll be surprised: the 
results achieved—the co- 
operation we furnish—the 
low cost—the possibilities 
for greatly increased sales. 
Our library of Direct-to- 
the-Home advertising lit- 
erature is open to every 
interested advertising 
agency or advertiser. 


Big 4 Advertising Carriers 
20 E. Eighth St. Chicago 


A SLIDE RULE for circulation figures 
There are several ways of read- 
ing an A. B. C. statement. There 
is one right way—match the qual- 
ity and method of coverage 
against the location of your poten- 
tial market. Now is the time to 
trim wastage. ARCHITECTURE}, 
has a Slide Rule for the interpre- 
tation of its Preferred Circulation. 
May we show you how it works. 
Charles Scribner’s Sons, Publishers 


ARCHITECTURE 


Leading Professional Architectural Journal 
597 FirtH AVENUE New York 


new 
money! 


Iowa sells 12,000,000 hogs 
annually, The recent price 
rise of 47% for hogs gives 
Iowans a tremendous N 
SPENDABLE INCOME! 
Reach it through the state 
wide circulation of 


@ Des Moines 
Register and Tribune 


245,241 Daily 
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5% on 


HEY were hard to interest... but quick to 

see. And when we showed them our new 
Stripfilm Camera... they saw its advantages over 
the old “wetplate” in a flash. 


No more slow plate-preparation! Less depend- 
ence on chemicals! Fast, continuous operation! 
Uniformity of negatives regardless of change of 
camera operators. These things popped right 
out at them. They were pleased . . . impressed. 


Then they went to our etching department. 
And Powers Automatic Etching unit proved an- 
other point. The human element, the difference 
between workers of varying ability, is eliminated. 


Stripfilm Camera... 


‘lwo more Sheptical Agency Men 
went away AMA ZL, I; D 


. BEB 


Powers Invented It 


They saw plates with type sides etched straight 
down! Tops of letters and lines perfect! Half- 
tones deeply etched with clean bottoms! Yes, 
these men realized that no matter “which shift 
was working”... Powers automatic equipment as- 
sures work of the finest quality at all times. 


Two more advertising men went back to their 
offices admittedly amazed. They had seen some- 
thing valuable to them and to their clients. They 
know Powers is alert. They know Powers is 
developing and contributing ideas of value to 
the industry. They know... ‘Better Plates Are 
Being Made... And Powers Is Making Them.” 


POWERS REPRODUCTION CORP., 205 WEST 39TH ST., NEW YORK Cit, 
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HUMOROUS CARTOONS BOOST SHELL GAS SALES 


Wallflowers! 


You wunt power . 
4 the power vou ve ever got from socalled 
yenwer ucts"! 

But you also wang thre fastest pxk-up p asi- 
Die, Whuch calls for en entirety different coi 
of enetgy—qwok enetpy. Shel 3 energy pro- 
vittes ft, too, You can feel yout motors qui cer 
response te the thrott. And you notice that 
your cat even starts better, 

fad regarding anti-krack 
You get more then vague pramaes in Shei 


don't want! 


Single-feature fuels are just what you 


Avoid them 


i Shell service man peal every station hawk when | 
5 they Fil with gerehne. Only authorised persens i 
£ may remove the seal. Thes you know what yeu i 
5; are getting then you buy from @ Shell pump. i 


Gasoline 
SHELL 2:02 


enter. In test after test im the laherater 3. 


Tey scored” the hyhee: 9 


That's the reason for Shell's eaaning sates 
sutomer. There's a difference in emery 


Torts proved this 
\ sarotee higher 


sesneweeapeotens enneer _ moray eonk 


fuels." 


Shell Oil Company of California, through the San Francisco office of 

J. Walter Thompson Co., is waging vigorous war on "single purpose 

Humorous cartoons and short, serious copy, feature the 
newspaper insertions. 


ST. LOUISIANS GET PHOTOGRAPHIC LESSON 


Members of advertising club of St. Louis saw this unusual photo 
montague made at a recent luncheon by John Paul Pennybaker and 
John B. Buckingham of Underwood & Underwood. Note how the 


impression of action is conveyed. 


Dorothy Crowne, president, Ad- 
vertising Women's Club of New 
York, for 12 years with John Budd 
newspaper representatives, 
has joined Futura Publications, as 
assistant to President Leonard 
Dreyfuss. 


—; 


LUCKY STRIKE PROVIDES SCULPTOR'S INSPIRATION 


7 


res 
S ai4eee® 
~~ xy. 


teas 
MUL $42 D354 , 


Na 


Sonesnvace 


Taking current advertising as his text, Royal D. Reagle, Birmingham sculptor, has turned out this con 
ception of "nature in the raw." He also has done work illustrative of Sinclair Oil Company's "mel 
lowed 100 million years" campaign. He does it just for fun. 


SHIP TON OF SILK STOCKINGS BY AIR EXPRESS 


nuailiines 
>< 


Mayor R. H. Sullivan of Indianapolis congratulating P. O. Ferrel, vice-president, Real Silk Hosiery 
Mills, on the company's modernized shipping plan, as employes of American Airways and Postal Tele 
graph load one of the planes which carried a ton of a dodions to Real Silk customers in 73 citie 

throughout the country last week. 


IN NEW WORK HOOVER AND ROOSEVELT "ENDORSE" RAILROAD 


ROOSEVELT 


His Choice 
The MILWAUKEE Road 


* Served by this railroad during his 
recent visit in the Middle West. 


ome Presidents and oer danger 

ers has long been a privi of 
Route of the jan, Pioneer Lim. 
ited, Arrow aio trains. 

Flectrified Over The Rockies Ta The Sra 


Chicago, Milwaukee, St. Paul and Pacific capitalized on the fact the 

both presidential candidates made use of the road on their recent west 

ern trips, with these twin advertisements, identical except for picture 

and caption, which appeared in Chicago dailies this week. While ap 

pearing in the same issue, no effort was made to place the advertise 
ments together. 
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